COWBOY BOOTS—THE PRODUCT AND THE MARKET 
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NATIONAL THE TRADE 





Biggest ever! 


New all-out national advertising 


goes to work to 
help you sell B.F.Goodrich 


and Hood footwear! 


NATIONAL TV Dick Clark’s American Bandstand 
NATIONAL TV CBS Reports 


SPOT TV 3-Stooges e Bugs Bunny e Superman 
Popeye e Cisco Kid 


PLUS FULL-COLOR PAGES IN... 





Look for the firsts in footwear from 


B.EGoodrich and Hood 





IVY...Selby Arch Preserver’s 


important new tailored pump with 


14/8 heel and a dainty accent of 


white stitching on vamp. In 


HUBSCHMAN’S CALF 


#507 Flight Blue or Black (in stock) 


.- available, too, in all Hubschman colours... 


by The United States Shoe Corporation 


Cincinnati 7, Ohio 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23. . . Fashion Office: 261 Fifth Avenue, New York 16 
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FATTEN UP 
YOUR 
SPRING VOLUME 
wae 
OLIM SLIP-ONS 


..ethe NEW Dress Shoe 


A true executive shoe, at home, in the office, 
or after dark. Slip-Ons offer all the comfort 

‘ A The ESQUIRE 
and convenience of a moccasin, all the style Silk Lobel Series. 


Model 140 


of traditional laced-up models. Carefully cut tapes ome. 


lip-On in 
Black or Brown. 


and cobbled to insure snug, secure fit, they’re 
available from Weyenberg in a surprising style 
range—57 models—probably the largest line 
of Slip-Ons in the industry! 


Slip-Ons are going to be the BIG Spring- Weyenb ar 
Summer style shoes for 1960. To understand 
the full profit-impact of the national magazine hoes jer “mtn / 
advertising that Weyenberg is putting behind 


it, the slim Slip-On ad in SPORTS ILLUS- 
inn Ma MASSAGIG 


At Retail 
from $11.95 to $23.95 


WEYENBERG SHOE MFG. co. ) MILWAUKEE . a WISCONSIN 
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EBY SHOE CORPORATION, EPHRATA, PENNA 


New York City Sales Office: 463 Marbridge Bidg. 
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tested 


and 


certified 


proven quality... 
and dependability 


FEDERAN vinyl fabrics provide the finishing 
touch of elegance and quality to footwear for 
Style and price minded buyers everywhere 
FEDERAN’s seals of quality CERTIFICATION 
and COMMENDATION... awarded by the im 
partial laboratories of the United States 
Testing Co. and Parents’ Magazine...are 
available to qualified manufacturers who 
want to increase buyer demand and customer 
satisfaction 

Send: for color, pattern and merchandising 
assistance details now 


| aw De DT DD aay ay, . 
Labs l wit a TEXTRON company 


686 MAIN STREET, BELLEVILLE 9, NEW JERSEY 
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When lollypops won’t last— 

When twelve is old, twenty is ancient, 
and a dollar buys the world— 
growing is serious business 

and “Short in front’’ is for barbers 


but never, never for shoes. 


That’s why Blue Star dealers 


meee: find one sale leads to another 
$5-$6-$7,"° CHILDREN’S SHOES 


in stock—same day service | with the fit of these fine shoes for 


children...designed with an eye to 


BLUE STAR SHOES, INC.—~ MANUFACTURERS, 


5 FRANKLIN ST., LAWRENCE, MASS, 





Dorothy and Toto visited the wonderful world 
of imagination where a Scarecrow can receive 
a brain and a tin man can have a heart. 
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... Knewthe Lawrence gecret/ 


Imagination is the magnificent originator. It quickens the life stream 
of our world — it gives new life to every art. 


Lawrence reflects this mental magic in the art of tanning and fashions 
Side Leather with appealing characteristics and the most beautiful 
colors this side of a rainbow. 


New Lawrence Kenabago is such a versatile, supple, smooth leather 
for men’s, women’s and children’s shoes. It is just one of many unique 
side leathers that benefit from Lawrence’s tanning wizardry — a 
talent that would make Mr. Oz himself envious. 


In Calfskin, Side Leather, Sole Leather, Sheepskin or Shearling, 
Lawrence’s creative approach toward leather and its world-wide 
resources bring you quality products and expert personal service — 
both with that luxuriant experiment of the mind — imagination. 


ee RUrONCD 


LEATHERS 
from the world of imagination 


FOR REPRINTS OF THIS ADVERTISEMENT WRITE TO A. C. LAWRENCE LEATHER CO. A DIVISION OF SWIFT & Company. linc), PEABOOT. BASS. 


March I, 1960 





FAST TURNOVER TEAM ! 


Shoe Saver | Suede Saver 


SILICONE ar SILICONE 

water suede 

repellent | protector or noe 

Keeps feet and i Sy: WREST 

ee if nn cate  Teconditioner | ae 
y . 

without 


Makes suede an "all-weather" leather! 
rubbers 








© Neutral spray . . . protects beauty of new 
suede shoes 

® Cleans and reconditions used suede shoes 

¢ Protects and preserves leather * Prevents matting, water spotting 


, | © Reduces color rub-off 
si Keeps shoes new-looking longer, ® Brings up nap, restores color 
easier to clean © Enhances suede’s natural beauty 


Display Packaged # , Smart 
To Move ne Counter 
4 ox. bottle, as || 


Phaniaielec ae 7 Carton... 
packed 12 to unit 


ae 12 oz. family can, —" so gad six oz. spray cans, 


BACKED BY AGGRESSIVE NATIONAL ADVERTISING 


ns AND SALES PROMOTIONAL AIDS! NATIONALLY ADVERTISED IN LEADING 
Auericay Wp Timely national advertising plus a complete WOMEN’S FASHION MAGAZINES! 
EKLy — kit including window Pipa 
SPORTS AFIELD dout literature, streamers, ad mats, “ 
| wcasee =" VOGUE ~~ MeCalls 
| ida SOY, 


Che New York Times 


L — BAZAAR Mademoiselle 











Make your counter headquarters for SHOE SAVER and SUEDE SAVER, the silicone footwear treatments for 
everybody who walks into your store. There's a nice 40% profit (plus a nice PM) for you on both of 
these consumer-appealing products. Stock up now — and re-stock regularly — to cash in biggest from the 
national promotions on SHOE SAVER and SUEDE SAVER. Order from your findings distributor today. 


Dow Corning CORPORATION 


MIDLAND. MICHIGAN 
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Most Important 
Selling Factor 


3, it Cool... 


Easter Monday will be the 
first day of summer business 
if you’re ready with 


— “The most important single factor in selling is the | JUMPING" JACKS” 


man, the individual,” said Commander Edward | - ee 


Whitehead, humorous and witty president of 
Schweppes (USA) Ltd. recently. He pinpointed the 
individual’s role in modern selling and said: 





“ ees ae ; , . No. 11 White 
—*“I don't think it matters much what you are selling | \ q . Sizes 1-3, B &D 


. whether it is retail or wholesale, or whether the | . > $900 
consumer comes to you or you have to seek him x a 

out... whether it is tangible or intangible. It’s the | 
man that counts.” 


—He went on to enumerate some of the characteristics 
that are necessary in order to be a successful sales- 
man: 


“ . p vos : , . 17 White 
—“Desire to be helpful. Pleasant disposition. Re- So @ we a b: onan 


sourcefulness. Persuasiveness, Cheerfulness. Per- be No. 37 Red 
sistence. Tolerance. Sincerity. Integrity. Reliability. “~~ - Sa FHS SO 
Enthusiasm. Good temper. Sense of humor. Modesty. | ie. ae $260 
Self - confidence. Self - restraint. Poise — good style. | : ae 

Courtesy—good manners. Gratitude or appreciative- | 


ness. Initiative. 


—‘Much of the time we are engaged in the process of 
influencing the thought and actions of others. » 170N White Smooth 


f > 370N Red Grain 
— “To be successful in this process, we must first sell . mR Sizes 3-5, C to E 


i : Yy-8, 84-12, B-E 
ourselves and then the idea or product we are trying | ‘ 52-8, 8% 
to get X » 270N Brown Grain 
0 get across. | C | raphy 
“The capacity to sell oneself depends, ultimately, on | ; 7, My $300 
what there is in the man to sell—his make-up, char- ’ all sizes 
acter, any and all of the above twenty character- | 
istics.” 


ORDER NOW 
Sie. VaaBiniint; 34 for April 10 delivery... 


. VAISEY-BRISTOL SHOE CO. 
Publisher eeoaeh, toe. 
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SUIT BY JUNIOR SOPHISTICATES 


Leather—Key to Fashion 


it’s a 3-way match 
for the spectator by 


The Spectator’s back and better than ever! 
it three crisp and cool variations... witha 


Standardize on EVANS LEATHERS for Uniform Quality 


Controlled 


* 
* 


fe, 168" 
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AS SEEN IN VOGUE 


Natural Bridge features spectators of 


Aire » EVANS 


a Uniform Quality Leather 


Airie makes these handsome spectators light, air cooled, 
sparkling white and washable . . . as summer shoes should be. 
Craddock-Terry Shoe Corporation selected it for these reasons 
... and because they could rely on the Evans Quality Control 
system to deliver any quantity of Airie exactly like the sample. 
Thus they protected their own quality standards, 


This stamp means that the shoe manufacturer may rely on any 
Evans Leather for uniformity of color, quality and grade from 
lot to lot. It is on the wrappers of the leathers from which you 


make your finest shoes. &s t.18 51 


JOHN R. EVANS & COMPANY, Camden, New Jersey 1857 — 1960 
The House of Uniform Quality Leathers 





THESE SELLING FEATURES 
MAKE SENSE TO PARENTS 
. - - SALES FOR DEALERS 


ONLY 
Pro-tek-tiv’ 
HAS THEM ALL! 





“Billy can’t 


BUILT-IN HEEL WEDGE 


wait for you . . . to help keep ankles from 


turning in. 








to order them”’ 


EXTRA HEEL FITTING AID 
. to help hold the heel in 
normal position. 


LOWER OUTSIDE QUARTERS 
- » NO gap at the sides—no 


slip at the heel. 





RIGHT AND LEFT HEELS 
... help give added support to 
inner side of foot. 


CAN’T WAIT! Has a familiar ring doesn’t it . . . especially around Easter. Not in 
stock ... no sale. . . that’s almost what it amounts to during the peak season. 


And, what happens when you disappoint your customers? Chances are they 
become walking, talking advertisements that may never have a good word 


to say for your store. DIFFERENT ARCH-HEEL HEIGHTS 


‘ . changed twice in each size 
Get a couple of these customers together and they'll agree on one common fact range. 
Your store doesn’t carry full sizes. Then you've become a victim of a whispering 


campaign that’s hard to stop. 


If your Pro-tek-tiv inventory is spotty, remember you're heading right 


into Easter and Spring sales. Anticipate your requirements—order now. WeMBE, 


BREAK-IN DIMPLES 
- . +» provide natural rest for 
the foot. 


For full information about the Pro-tek-tiv line for Spring and is 


Summer write today. 





Moen, & 


Pro-tek: tiv’ 


CURTIS ¢ STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 


FREQUENT LAST CHANGES 
- . . twice in each size range. 
Other brands change only once. 





VISIBLY superior leather! 


ONLY ONE tanner produces this 
extrafine leather! 
RUB-OFF, or crocking, is nil 
in this new leather! 
V0 £ EVERYBODY loves its rich color depth! 


| , LUXURIOUS leather for 
oe women’s shoes and handbags! 


LEADERSHIP in style 
offerings impels your 
immediate interest in 

this fine leather! 


A great 
ADVANCE 


in tanning 
leather! 


TAN-ART‘S MAGNIFICENT, NEW LEATHER. 
You'll see it, and want it, in better grades of shoes and handbags! 


TAN-ART DIVISION of 


G. LEVOR & CO., INC. 
GLOVERSVILLE, N. Y. 
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“With Vinyl we can 
make a better shoe 


at less cost” 


THE FINEST MOST COMPLETE LINE OF VINYL SHOE FABRICS 


cots rm “2 seo TEXTILEATHER 


modern vinyl patterns and colors remain bright, fresh and new 
looking throughout the life of the shoe. Moreover, Respro- 
Textileather vinyl not only costs less . . . its price is more stable 
than that of natural materials. 


Whether you are designing, manufacturing or retailing shoes, it 
is of paramount importance to know why vinyl is so much better 
than natural materials. Vinyl is not only more stain and soil 
resistant, it is washable. It doesn't crack, chip or peel. Smart, 


Quality Vinyl 
Linings 


RESPROID 1000° 
NYGEN" 
MUSTANG" 


TUFSTA" 


PATENEL* 


Késbesf RAYETTE* 


TUFSTA-DOUBLER" 


TOLEX" 


TOLEX JAMAL* BRONCO" 
RESPROID" 


DURAKALF* TOLEX" 


A PRODUCT OF 


GENERAL 


The General Tire 
& Rubber Company 


i= 


THE GENERAL TIRE & RUBBER COMPANY + FOOTWEAR FABRICS DIVISION 607 Madison Ave. * Toledo 3, Ohio 


Represented by: 


John E. Shevenell 
21 Spruce Street 


* Liebman & Cumming 
1329 Sunset Blvd 
Los Angeles, California 


* Moore & Giles 
P. O. Box 56 
Lynchburg, Virginia 


K. O. Schneider & Son 
1225 North Water Street 
Milwaukee, Wisconsin 


*Seamon Steen Company 
96-100 South Street 
Boston 11, Massachusetts 


Melvin E. Weil 
180 North Wacker Drive 
Chicago 6, Illinois 


C. N. Riesenberger & Son 
370 West Broad Street 
Columbus 22, Ohio 


New York 38, New York 


Liebman & Cumming 
718 Mission St., Rm. 422 
San Francisco, California 


* Barnard Shoe Industry Supply Corp. 
10380 Page Industrial Bivd. 
St. Louis 32, Missouri 


* A. G. Mooney, Ltd. 
20 Bates Road 
Montreal 8, Canada 


Also distributed by 
Universal Coated Fabrics Co., Inc. 


643 Broadway, 
New York 12, N. Y. 


2% Stocks are warehoused for your convenience at the regional sales offices indicated by an asterisk. 
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low cost way 


to package shoes... 


(ARKY-PAC 


+» HANDLES 





What an elegant way to save money! 
You get a fashionable package whether 

you use box, bag or wrap. Carry+ Pack is fast 
and easy to use; eliminates expensive 
custom boxes and messy string. Available 

in beautiful colors that can be imprinted to 


match your design or advertise your store. 


MAIL THE COUPON NOW FOR FREE 
DEMONSTRATION OR SAMPLES! 


° CARRY «PACK COMPANY, LTD. 
CARRY °- PACK §f sniter Part ininor 
ca Peng ta Paper Products 
SCHILLER PARK, ILLINOIS ps nga 
© Send free, 10 day trial in color. 
O Send literature and samples. 


Dispensers loaned free! Mo obligation, of course. 








Carry+ Pack handles are strong! 











CUT 
INSEAMING 





@ Substantial Welt 
Savings 


@ Higher Production 


e@ Smoother and easier 
to operate 


: addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


Jinited, 
UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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The fine art of self indulgence... hobby, habit 
or happenstance — it’s a selective, knowledgeable enjoyment 
of something very special. That’s why the easy elegance 
of British Walkers consistently appeals to, and satisfies, 
the most discriminating taste. Sold only at the sign of the 


guardsman—from $21.95. Style illustrated #7273, about $30. 


BRITISH “WALKERS 


with unique Synchro-Flex construction 


STRONGLY 
PROMOTED 
to men who count 


This advertisement will appear in 


THE NEW YORKER 
March 19th 


British-Walkers are also featured in 
Sports Illustrated and Esquire 


* 


Write, wire or phone collect today 
for complete information 


E. E. TAYLOR CORP. 
FREEPORT, MAINE 


also makers of 
Taylor-Made shoes for men 








Between the first wobbly turn of the first 
wheel...and the steady hum of traffic on 
today’s streets and highways...stands 
a remarkable complex of dedication, labor and 
achievement. Cart, carriage, bicycle, car, 
Macmillan, Daimler, Dunlop, Benz...Step 
by giant step, named or nameless...men have made 
a magic means to cover ground 
more quickly, more effectively, 
more comfortably... 


and find a wider world. 


not on all shoes... just the best ones —CUSH-N-CREPE — AVONITE — PETI RIB. — AVONITE FLEX — | 








Whatever the future brings, “Shanks Mare”’ is one 
form of transport that will never be obsolete. 
Walking ease and comfort remain a prime concern. 
Avon has devoted half a century to the research 
and development of better soling for man’s still indispensable foot. 
Cush-N-Crepe® for example, the original cellular sole, created 
a whole new dimension in everyday 


footwear comfort.. . Just one 


of a series of major advances 
from Avon, for the industry it serves. 
SOLE COMPANY 


DU-FLEX — TRU-STANCE — RUF-TRED — NA PLINE KARAK-CREPE — GRISTLE 








Complete line... 


Ed White Junior Shoe Company * Paragould, Arkansas 
Please rush me your fabulous 
Spring 1960 Instock Catalog! 


Store Name 
Address 
City & State 
order big 96-page spring instock catalog today 
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The Right Dates to Introduce First Fall Shoes: 


Timing of Mid-Season Week Draws Approval 


The initial Mid - Season Shoe 
Fashion Week brought 1500 to 
New York. Besides sampling 
some fall items, buyers could fill 
in summer needs. Attendance 
was reported satisfactory, though 
hotel rules led to some confusion. 


By ESTELLE G. ANDERSON 


NEW YORK—There were many 
diverse opinions about the Mid-Sea- 
son Shoe Fashion Week held at the 
Waldorf-Astoria Hotel in mid-Feb- 
ruary. The one point of unanimous 
agreement was the timing: Mid- 
February is an excellent time to 
show the first fall shoes. 

Shoemen agreed that the extra 
“lead time’ resulting from the mov- 
ing of the Leather and the Allied 
Shoe Products Shows to December 
was extremely helpful. By mid-Feb- 
ruary, manufacturers were better 
informed as to fashion trends, col- 
ors, leathers, fabrics and component 
parts than ever before. This situa- 
tion was reflected in the pullovers 
and samples of new lines that were 
readied for the Fashion Week. Man- 
ufacturers were in a better position 
to work more closely with retailers 
and to be more helpful to them. 


Fill-ins for Summer—For the re- 
tailers, the Mid-Season Shoe Fash- 
ion Week offered a chance to fill in 
gaps in their summer shoe picture. 
It also gave them an opportunity to 
see some of the new shoes—to get 
an idea of the fall lines and to pick 
out some of the new numbers for 
trial testing in their stores during 
the coming months. 

The four associations sponsoring 
the Mid-Season Shoe Fashion Week 
—the National Shoe Manufacturers, 
the National Shoe Retailers, the Na- 
tional Association of Shoe Chain 
Stores and the New England Shoe 
and Leather Association — planned 
it as a new concept of a shoe indus- 
try event. They intended that the 
emphasis be put on fashion rather 
than on a shoe show as such. Evi- 
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dently this was a progressive move 
in the right direction, for it brought 
to New York close to 1500 key 
people, including buyers, designers 
and manufacturers. 


Twenty-five Conferences Held— 
The visitors came to inspect the 265 
exhibits of men’s, women’s and chil- 
dren’s shoes at the Waldorf-Astoria 
and to work with their resources 
there, as well as schedule appoint- 
ments with other manufacturers 
who were showing their lines in 
their New York offices and show- 
rooms. Visiting shoemen also tried 
to allocate as much time as they 
could to the 25 style conferences and 
other meetings that were part of 
the week’s program. 

It was difficult to get a true pic- 
ture of the traffic at the Waldorf, 
for the 265 exhibits were spread 
over five floors (the fifth through 
the ninth). However, it was re- 
ported that attendance was satis- 
factory. 

There was some confusion, on the 
part of buyers and manufacturers. 
But that was a natural reaction 
since this was the first time for the 
Mid-Season event. And it was held 
in new surroundings and without 
the usual show appurtenances such 
as signs on the door identifying the 
company and product, spotlights and 
tables. Rules of participation did 


not permit the use of door signs, 
the removal of furniture from 
rooms, or the use of display equip- 
ment in rooms. 


No Surprise to Some—To some 
of the exhibitors, however, this was 
a more or less familiar pattern. In 
the past they took rooms at the 
Waldorf-Astoria during the Leather 
Show and worked with their cus- 
tomers behind closed doors. Now all 
that was changed. They could dis- 
play their lines openly. These were 
happy and satisfied. 

The four associations responsible 
for Mid-Season Week, seeking to 
make it an effective vehicle for the 
industry, had set up a 12-man Shoe 
Show Study Committee. 

L. J. Schaefer, Brown Shoe Com- 
pany; Sam L. Slosberg, Green Shoe 
Manufacturing Company; Joseph S. 
Stern, United States Shoe Corpora- 
tion, represent NSMA. Louis B. 
Keane, I. Miller & Sons; Louis Lieb- 
son, Edison Brothers Stores, Inc., 
and Ralph Roussy, Packard-Rellin, 
represent NSRA. Myer Saxe, Kess- 
len Shoe Company; Saul L. Katz, 
Hubbard Shoe Company, and Wil- 
liam J. McGrath, John E. Lucey 
Company, are the NESLA members, 
and William M. Blackie, Genesco; 
David W. Herrmann, Melville Shoe 
Corporation, and Alfred L. Morse, 

(CONTINUED ON PAGE 26) 





New England Kept Pace in 


BOSTON—While U. 8S. shoe manu- 
facturers were setting a new pro- 
duction record in 1959, New England 
producers were setting one of their 
own. 

Total output in the New England 
area amounted to 217,216,000 pairs, 
the most ever, according to the New 
England Shoe and Leather Associa- 
tion. 

In the country as a whole, last 
year’s production totaled 632,108,000 
pairs, government figures showed. 

The U. S. total was up 8.5 per cent 
from 1958. New England’s gain was 


°59, Set Production Record 


9 per cent. In terms of dollar value, 
New England shoe shipments to- 
taled $812,308,000, or 34.4 per cent 
of the value of all shoes shipped in 
the country. 

In analyzing Census Bureau data, 
NESLA also noted that U. S. men’s 
shoe production in 1959 totaled 111,- 
635,000 pairs, an increase of 11 per 
cent. Women’s shoe output was up 
8 per cent to 294,923,000 pairs. 

Average factory price of all shoes 
shipped was $3.78 a pair, compared 
with $3.55 in 1958—an increase of 
6 per cent. 





Headlines 





Snow Fails to Curb Chicago Show Traffic 


CHICAGO—In spite of an eight- 
inch snowfall on opening day, the 
Midwest Shoe Travelers’ late-Feb- 
ruary show surpassed its 1959 
equivalent in attendance. Traffic in 
Palmer House showrooms was re- 
ported “very good” on Sunday de- 
spite the snow. And again on the 
following evening, Washington’s 
Birthday, exhibitors were kept 
busy. 

Orders written at the four-day 
show were primarily for summer 
shoes, although merchants were also 
seeking fill-ins on Easter items. Re- 
tailers appeared optimistic. 


Whites for Easter—In women’s 
lines, whites with stacked heels 
were moving well for Easter. For 
after-Easter there was interest in 
tinted fabrics. Neutral colors in 
leather were also selling. Spectators 
in thin high and medium heels 
were moving. 

Dyeable shoes were looked on as 
a good item for retailers’ shelves. 

Some exhibitors displayed coordi- 
nated handbags in pastel shades. 


Slipons for Men—Among men’s 
lines, slipons and three-eyelet ties 
were important. Colorwise, the 
story was black and brown, 50-50. 


Woven vamp styles, a new item, 
were moving. Some narrow toes and 
some hand-laced styles were sell- 
ing. 

One men’s manufacturer at the 
show announced plans to take its 
fall line on the road by March 7. 
This is 30 days earlier than the 
usual starting time. 

In children’s lines, there was in- 
terest in novelty items such as 
patch saddles for girls. Nylon vel- 
vet was considered very good, and 
patent leather was particularly 
strong. Patent shoes with small 
wooden heels have been moving 
well. New washable white leather 
shoes were rated a_ progressive 
item. 


Hardy Leases New Store 

COLUMBUS, O.—The Hardy Shoe 
Company, a retail subsidiary of Ge- 
nesco, Inc., is spending $40,000 to 
remodel a two-story building as a 
future outlet. The new site, which 
Hardy is leasing for 15 years, is at 
Broad and High Sts., the intersec- 
tion of Columbus’ two main down- 
town thoroughfares. Hardy Shoe, 
now at 149 N. High St., is installing 
a transparent glass front on the 
new store. 





PPSSA Lists Show Committee Appointments 


NEW YORK—Francis H. Glea- 
son of the J. F. McElwain Company 
is the new co-chairman of the show 
committees of the Popular Price 
Shoe Show of America. He is presi- 
dent of the New England Shoe and 
Leather Association. 


The show committees of NESLA 
and the National Association of 
Shoe Chain Stores jointly operate 
and sponsor PPSSA. The next Pop- 
ular Price Show is set for May 1 
to 5 in New York. 


Other new members of the show 
committee for NESLA are Manuel 
Alter, A. Freedman and Sons, Inc.; 
L. Howard Karelis, Allen Shoe Com- 
pany, Inc., and Simon Shain, New- 
bury Shoe Corporation. 

Additional members of the NESLA 
group are Harry A. Bass, Kleven 
Shoe Sales Company, Inc.; A. W. 
Berkowitz, Songo Shoe Manufactur- 
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ing Corporation; Saul L. Katz, Hub- 
bard Shoe Company, Inc.; Myer 
Saxe, Kesslen Shoe Company; James 
Shapiro, Consolidated National Shoe 
Corporation, and Sidney Spiegel, 
Bruce Shoe Company, Inc. 

NASCS members are Alfred L. 
Morse, Morse Shoe Stores, chair- 
man; C. O. Anderson, G. R. Kinney 
Corporation; William M. Blackie, 
Genesco; Simon Edison, Edison 
Brothers Stores, Inc.; Morton R. 
Izen, Sears, Roebuck and Company; 
I. M. Kay, Berland Shoe Company; 
C. Charles Marran, Spencer Shoe 
Corporation; Raymond A. Mills, 
Endicott Johnson Corporation; Jack 
M. Schiff, Shoe Corporation of 
America, and Milton Simon, I. 
Simon Company, Inc. 

Maxwell Field and Edward Atkins, 
executive vice-presidents respective- 
ly of NESLA and NASCS, are co- 
managers of PPSSA. 


St. Louis-PPSSA Date 


Conflict ‘Unavoidable’ 


ST. LOUIS—The conflict in dates 
between the St. Louis Shoe Market 
of America show and the Popular 
Price Shoe Show of America is un- 
avoidable, according to Arthur Gale, 
executive secretary of the St. Louis 
Shoe Manufacturers Association. 

Although some eyebrows have been 
raised in shoe circles over the fact 
that the St. Louis dates are May 1-4 
and the New York dates are May 
1-5, Mr. Gale says the situation was 
“certainly not purposely arranged.” 

As he explains it, the dates for 
the St. Louis show were originally 
set up in 1952 and, aside from one 
or two minor changes, have remained 
as originally planned. 

Show dates cannot be set or 
changed on the spur of the moment, 
Mr. Gale points out. And since the 
dates have been on the books for 
such a long period, therefore, it can- 
not be rightly charged that St. Louis 
is deliberately aiming at conflict with 
the PPSSA. 

This year’s St. Louis dates are 
two weeks after Easter. But from 
1961 through 1965, the Shoe Market 
of America in St. Louis will be 
scheduled to open one week after 
Easter. 


New Boston Firm Is Export 


Agent for Shoe Materials 


BOSTON—Irv-Tan International, 
a newly organized company here, 
will act as export agent for domestic 
manufacturers of shoe supplies and 
shoe materials. 

President of the new firm is 
Ralph May, formerly vice-president 
in charge of export for the Phillips- 
Premier Corporation. Treasurer is 
Howard M. Kaplan, who is also vice- 
president of the Irving Tanning 
Company and an executive of an 
Irving affiliate, the Hunt-Rankin 
Leather Company, and of the Uni- 
versal Tanning Company. 

These three tanning companies 
have retained Irv-Tan International 
to handle export sales of their 
leathers. Other clients include the 
Cooney-Weiss Fabric Corporation, 
manufacturers of simulated leathers, 
and the Allied Heel Company. 
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LIA Campaign for Washable Whites 


To Reach Publicity Peak This Spring 


NEW YORK—A Leather Industries of America 
campaign promoting men’s washable white shoes as 
an “extra pair” sale will reach its apex this spring 
in advertising and publicity. 

Another LIA coast-to-coast TV presentation—a 
follow-up to one in January on Dave Garroway’s 
“Today” show—is set for March. Among the spring 
casuals to be shown are washable types in both all- 
white and white in combination. Meanwhile LIA 
news stories about these same shoes are appearing 
in the daily press, and major syndicates will dis- 
tribute others between now and Father’s Day. 

LIA’s advertising program includes two-page color 
ads in the May issue of Esquire and the June issue 
of Holiday magazine. Three dozen manufacturers 
are participating in each of these promotions. For 
retailers, LIA and the manufacturers will distribute 
merchandising kits. 


NSI Is Accepted as Industry’s Voice, 


Chairman Gessner Reports to Board 


NEW YORK—The National Shoe Institute has 
been completely accepted by magazines and other 
communications media as the industry’s authorita- 
tive voice, NSI Chairman Harold Gessner told the 
Institute’s trustees and the heads of its sponsoring 
associations February 15. Editors across the U. S. 
now look to NSI for fashion information and how to 
use it, he said. These editors help put across NSI 
promotions to the consumer. 

NSI’s future plans include a full-size newspaper 
supplement, now being mailed, encompassing wo- 
men’s high-style, women’s popular price, men’s and 
children’s shoes. Color will be available in the sup- 
plement, and 268 papers have already requested this 
color addition. 

Fall and winter promotions include the men’s shoe 
story in Esquire magazine; women’s fashions in 
Vogue and Glamour, and a children’s promotion in 
Good Housekeeping. 


Genesco Stockholders Get Credit Card 


Good for (Genesco) Shoes to Diamonds 


NEW YORK—Genesco, Inc., has become possibly 
the first corporation to use credit cards to boost 
sales of its own products among its stockholders. 
Mailed to each of the more than 12,000 shareholders 
with their quarterly dividends was a card providing 
charge privileges at many Genesco stores throughout 
the country. 

The credit card is good at such shoe stores as 
I. Miller, Delman, Jarman, Innes, Sommer & Kauf- 
mann, Armishaw and Guarantee. Credit is also avail- 
able at other Genesco operations, including Henri 
Bendel, Bonwit Teller and Tiffany & Company, New 
York jeweler. 
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Allied Show Advanced to June 20-23; 


Site Is Switched for This Event Only 


NEW YORK—Timing of the next Allied Shoe 
Products Show has been advanced to June 20-23 
(Monday through Thursday) and the place has been 
switched to the Sheraton-Atlantic Hotel for this 
show only. Allied lines for use in spring-summer 
1961 footwear will be on display. 

The show’s advisory committee approved the new 
site after it was unable to obtain “proper timing” 
at the New York Trade Show Building, where the 
Allied Shows are normally held. That building was 
already booked for the desired dates. 

General Chairman Fred N. Phillips, Jr., pointed 
out that the Allied Show opening will precede the 
Leather Show by three days. (The Tanners’ Council 
showing is set for June 23-24 at the nearby Statler- 
Hilton Hotel.) 

“We know from experience that the shoe people 
welcome the early start plus the one-day overlap that 
the Allied Show affords,” said Mr. Phillips. 


New Manufacturer, Rovette Shoe Co., 
To Make Women’s Line in Haverhill 


HAVERHILL, MASS. — A new concern, the 
Rovette Shoe Company, will manufacture high-qual- 
ity women’s shoes here, according to the Haverhill 
Industrial Council. 

The company will be associated with the Evan- 
geline Shoe Company and the Johnson Shoe Com- 
pany, Manchester, N. H. At the start these firms 
will perform cutting operations on shoes of the 
Rovette Company. Cutting machines will be installed 
in Haverhill as soon as the stitching department is 
in production. 

The new firm plans to employ 50 persons at first, 
150 eventually. Initially it will produce 75 cases a 
day. General manager is Joseph Goyette, a well 
known local shoe union expert. 


Earlier Dates for MASTA Fall Show: 


April 24-26, One Week After Easter 


PHILADELPHIA—Earlier timing has been se- 
lected for the Middle Atlantic Shoe Travelers’ Asso- 
ciation (MASTA) Fall Show. The show committee 
has picked Sunday through Tuesday, April 24-26, at 
the Benjamin Franklin Hotel here. 

Association President Martin Stein said plans 
call for a hospitality center, “coffee time” and prizes 
for visiting retailers and buyers. Mr. Stein added, 
“Indications ‘are that retailers will welcome the 
opportunity our show affords them to get away from 
their stores following their busy Easter selling sea- 
son. Buying is earlier too.” (Easter is April 17.) 

The MASTA show committee includes Joseph Ban- 
nak, Leo Boodis, Albert Judelle, Anthony Mirra, 
Walter Palmer, Martin Stein and Jack Weisman. 
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NSRA Style Conference: 


Know Fashion Look, Retailers Told 


A Philadelphia retail executive 
advised merchants attending the 
semi-annual conference to keep 
alert to fashion trends in ap- 
parel as well as in footwear. 


NEW YORK—“Be concerned 
with the overall fashion significance 
around you.” 

This advice for shoe retailers 
comes from Miss Mildred Custin, 
president of Bonwit 
Teller of Philadelphia, 
women’s specialty store 
firm. She spoke at the 
National Shoe Retailers 
Association’s semi-an- 
nual Fashion Confer- 
ence during Mid-Season 
Shoe Fashion Week. 

“It is not enough,” 
Miss Custin said, “that 
you know the trends in 
color—in leather — and 
in shapes and silhou- 
ettes of shoes. You must 
be alert to trends in ap- 
parel and accessories as 
well. You must be 
aware of all fashion 
areas that combine to 
present the current 
fashion ‘look.’ 

“More important, per- 
haps, than being aware 
of the fashion look once it arrives 
is the ability to anticipate forth- 
coming changes,’’ Miss Custin 
added. 


Fall Fashions Shown — Another 
feature of the NSRA conference 
was a commentary and swatch card 
fashion presentation for fall, con- 
ceived jointly by NSRA and the 
Color Association of the United 
States. The presentation, staged by 
Walter Hazeltine with Miss Frances 
Matthews as commentator, covered 
color, materials, treatments and 
types in ready-to-wear and shoes. To 
illustrate coordination, a model wore 
costumes and shoes showing all ma- 
jor trends. 

Color for the coming fall season 
was described as a “completely new 
concept” important for the way in 
which it is used. Pointing out the 
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Mercury Award 
president. The award will honor designers who have 
made outstanding contributions to the industry. 


close parallel between leather colors 
and apparel fabric colors, the com- 
mentary went on to note the new 
thinking in coordination as subtle 
accenting or contrasting rather than 
matching. 

The number one color family— 
“ranging from lynx to minks”—is 
the brown family. This includes the 
most important go-with-most-things, 
neutral browns; the golden browns 


Designer Seymour Troy (left) receives first NSRA 


from Louis Liebson, association's 


for early selling; the deep dark true 
browns for late selling; the black 
browns for high-fashion spot pro- 
motions; the deep bronze brown 
with a suggestion of green, slated 
for tailored, stacked leather heel 
fashion promotions. 


Garnet Red Is New—The blue- 
influenced reds were suggested for 
dresses, suits and coats; a clear true 
red for sportswear and junior 
clothes. Garnet red was reported as 
the “emotional” color for fall, some- 
thing new in reds and beautiful 
with neutrals, amethyst-to-plum and 
navy in apparel. 

The pale foot, it is considered, 
should not be so pale this fall and 
winter, and darker neutrals are rec- 
ommended. Greens, especially a 
bronze green, and golds are the out- 
standing tones for sportswear and 


separates. Muted spun gold for pro- 
motion and loden green were recom- 
mended for this whole apparel color 
range. Grayed blue was mentioned 
here as better, perhaps, in brighter 
tones, for next spring. Basic navy 
was considered enough for all con- 
sumer demands for fall blue. 


The “Fashion Neutrals” — Cop- 
per tones were given an important 
place. “Fashion Neutrals” in shoes 
included a cordovan color, a deep, 
positive purple for volume fashion 
promotion, a grayed green and a 
soft, grayed-brown neutral. “Gold is 
the star” for evening, the NSRA 
audience was told. Also important: 
satin, velvet, luster and jewels. 

Shoes shown at the conference 
came from Margaret Jerrold, Grace 
Powell by Lauer for Saks Fifth 
Avenue, the Julianellis, Carlisle, An- 
drew Geller, David Evins, I. Miller 
and Herbert Levine. 


Troy Accepts Award—An inno- 
vation in the afternoon’s program 
was the presentation of NSRA’s 
new Mercury Award to Seymour 
Troy, noted designer of women’s 
style shoes. 

In his brief acceptance speech, 
Mr. Troy appealed to retailers to 
“cooperate more with the creative 
people who design for you.” He 
asked women’s shoe manufacturers 
to “reinstate quickly our glorious 
craft” and “seek no substitutes for 
quality.” Lastly he asked his fellow 
designers to remain “dedicated and 
fearless.” 


John Laurie Named Sales 
Manager for Adams Bros. 


PITTSFIELD, N. H.—John E. 
Laurie, formerly in charge of “Su- 
perSole” merchandising and promo- 
tion for Virginia Oak Tannery, Inc., 
has been named sales manager for 
the Jack and Jill children’s shoe line 
made by Adams Bros., Inc., here. 

Mr. Laurie has served 14 years 
with Virginia Oak Tannery. He is 
a former owner of the J. H. Laurie 
Cut Sole Company of Haverhill, 
Mass. 

Adams Bros. is launching a new 
program of national advertising and 
retailer merchandising aids for Jack 
and Jill shoes, according to James 
Adams, president. 
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Genesco’s Ben Willingham Advises NSMA Breakfast: 
Shorter Production Lines Would Boost Profits in ’60s 


A panel of industry leaders ex- 
plored footwear prospects for 
the new decade. The technical 
revolution in the industry and 
the prospect of increased auto- 
mation were among points cited. 


NEW YORK—What is the most 
important thing that shoe manufac- 
turers can do to improve their profits 
in 1960? 

Ben H. Willingham, president of 
Genesco, Inc., told the National Shoe 
Manufacturers Association’s ‘Early 
Birds” Breakfast that there is no 
quick answer. 

“But if I had to single out one 
thing, I think it would be to suggest 
that manufacturers shorten their 
production lines,” he said. “Shorter 
lines mean lower inventory invest- 
ment. Assuming manufacturers 
could sell the same quantity of shoes, 
they could get greater production in 
their plant through lower overhead.” 


Discuss Problems Ahead — Mr. 
Willingham and three other leading 
shoemen formed a panel at the Mid- 
Season Shoe Fashion Week meeting. 
Each voiced his views as to what’s 
ahead for shoes in the 1960s and 
what problems the industry may 
have to meet. The other speakers 
were Alfred L. Morse, president of 
Morse Shoe Stores and president of 
the National Association of Shoe 
Chain Stores; Saul L. Katz, vice- 
president of the Hubbard Shoe Com- 
pany, and Irving D. Brown, presi- 
dent of The Coward Shoe Company. 

Mr. Willingham told the break- 
fast that a money shortage will be 
felt in manufacturing levels in the 
60s. 

“As new machinery comes into the 
shoe industry,” he said, “and manu- 
facturers are faced with the pur- 
chase or leasing on a much higher 
cost basis than their traditional ex- 
perience, costs are going to go up. 
Labor costs too are going up and 
this is going to put a greater pre- 
mium on new machinery and better 
manufacturing techniques in order 
to meet the competitive price line.” 

Genesco’s president summed up: 
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“For the alert manufacturer and 
retailer, who is willing to pay the 
price in planning, service and pro- 
motions, we believe that 1960 and 
each successive year during the 
’60s is going to provide the greatest 
opportunity ever seen in the shoe 
industry.” 

Electronics and Automation—Al- 
fred Morse cited two major factors 


Shoe’s Irving Brown voiced the in- 
dependent retailer’s view for the 
’°60s in down-to-earth terms: “The 
major problem, as always, will be 
how to make a satisfactory net 


profit with the attainable volume.” 
By a “satisfactory profit,” he meant 
a 10 per cent return on investment 
or 5 per cent on sales, whichever is 
greater. 
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Speakers at NSMA “Early Birds" Breakfast Meeting in Waldorf-Astoria were (left 

to right): Irving D. Brown, president of The Coward Shoe; Alfred L. Morse, presi- 

dent of Morse Shoe Stores; Ben H. Willingham, president of Genesco, Inc., and 
Saul L. Katz, vice-president of Hubbard Shoe Company. 


as significant for the ’60s: “The 
first one is the fact that this world 
is shrinking in terms of speed and 
accessibility; and the second major 
factor is the effect of electronics 
and automation.” 

In this decade, Mr. Morse said, 
even the relatively small chains will 
use electronic computer systems for 
their record-keeping. Such machin- 
ery will free key personnel from 
much routine and let them “use 
their talents for intelligent plan- 
ning of future expansion,” the 
NASCS president observed. 

He also voiced the feeling that in 
our “shrinking and more control- 
lable world,” style knowledge will 
spread fast into remote areas. Said 
Mr. Morse, “We will be smart to 
force this, as it most certainly 
means more pairs of shoes sold.” 


The Profit Picture — Coward 


“To get a satisfactory profit at 
our attainable volume (in 1960),” 
said Mr. Brown, “it will be neces- 
sary to obtain a markup at least 
one per cent higher than in 1959. 
This can be achieved only by tak- 
ing a higher initial markup. Our 
ability to maintain our volume with 
this added markup will depend on 
how astute we are in merchandis- 
ing our prices and also how crea- 
tive we are in buying and selling 
of our shoes.” 


Technical Revolution—Manufac- 
turing executive Saul Katz’s pre- 
view of the ’60s stressed the impact 
of “the technical revolution raging 
all around us throughout the indus- 
try.” Mr. Katz advised, “We must 
have and develop management 
teams who can use the new meth- 
ods, machinery and know-how that 
are on the horizon.” 
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Fashion Week Timing Gains Favor 


(CONTINUED FROM PAGE 21) 


Morse Shoe Stores, represent 
NASCS. 


Initial Meeting Held—Under the 
chairmanship of Sam Slosberg, this 
committee met for the first time on 
February 14. This was an explora- 
tory meeting to discuss the prob- 
lems and try to identify the aims, 
purposes and objectives of this Mid- 
Season industry event. 

The group decided to appoint a 
subcommittee to study this matter 
more directly. This unit will gather 
information about the whole na- 
tional shoe show picture and report 
back to the full committee. The sub- 
committee also will explore industry 
exhibition needs in terms of loca- 
tion, timing and other important 
considerations. 

The next Mid-Season Shoe Fash- 
ion Week is scheduled for August 
1960. Tentative dates are August 
21-24. But there is a_ possibility 
that they may be moved a week 


earlier. 
a 


Women’s Shoes: Styles 


For Summer Dominate 


SUMMER styles dominated the 
displays of women’s shoes at the 
Mid-Season show in the Waldorf. 
Many white shoes and a number of 
off-white bone styles filled the 
stands and tables. White with 
touches of color, most often in 
“spectator” types, was_ included. 
Classic and near-classic spectator 
pumps were important segments of 
these displays. 

Opened-up patterns were defi- 
nitely in the minority. These were 
in three kinds of silhouettes: open- 
toe slings, sandals and mules. In 
these there were more colors, some- 
times pastel multicolor combina- 
tions. Viny] plastic was in common 
use in the sandals and mules. 

The number of early fall shoes 
was negligible. Here too, the closed 
pump was the leading silhouette. 
The very high, slim heel and the 
double needle predominated in all 
the dress types. Stacked leather 
heels—often simulated rather than 


genuine—were used on tailored and 
even dressier shoes. 


Slippers and Play Types—Manu- 
facturers of women’s slippers and 
flat-heel play shoes were well rep- 
resented at the show. Slippers were 
of several kinds. Typical styles for 
Christmas were the luxurious em- 
broidered velvets, brocades and 
satins, the warmly lined slippers 
and booties in a number of mate- 
rials and the colorful fluffy elec- 
trified shearling mules. Flat-heel 
play types were popular in natural 
color straws with big raffia orna- 
ments on flat, often stacked, heels. 

Several added summer styles, 
good carryovers for early fall, were 
well received. Dyeable fabrics and 
lizards were among these. Also 
showing were several shoe fabric 
houses, handbag lines and at least 
one shoe ornament house. Boot 
producers were well represented. 


Good Business for Some — One 
large and fast style house reported 
good business in a new straw item 
—the first domestic elasticized 
straw, they claimed. Another popu- 
lar price style house did well with 
a new kid - lined, “perfectly 
matched” alligator lizard shoe. 

Probably the most enthusiastic 
exhibitor encountered at the Wal- 
dorf was the representative of a 
slipper and flat-heel house. He had 
seen five or six of his important 
accounts, with whom he did early 
work on fall plans. He was able to 
iron out a number of problems and 
expected, on his return to the fac- 
tory, to know just which styles to 
discard. He had also been relieved 
from taking two long selling trips. 


By ELEANOR M. RUTTY 


Men’s Shoes: Slipons 
Gain for Dress, Casual 


THE growing popular acceptance 
of slipon styles in men’s shoe fash- 
ions for both dress and casual wear 
was evident in the early fall offer- 
ings at the Mid-Season Shoe Fash- 
ion Week. 


Black and brown slipons in 


grains, brushed leathers and smooth 
leathers lead the promotional pa- 
rade that includes chukka boots 
for casual wear and two- and three- 
eyelet bluchers for casual and 
dress wear. 

The moccasin toe dominated the 
styling of both the ties and the 
slipons at the New York show. But 
the plain toe was also quite evi- 
dent, especially for dress wear in 
the grained and smooth leathers. 
The plain-toe casuals were largely 
suedes. These came in a variety of 
shades but the browns, olives, loden 
greens and grays looked to be the 
leaders for fall. 

Manufacturers also expect the 
lightweight tan glove leathers to 
draw sales on the fall market. 


Browns Vie with Black — The 
brown shades are continuing to in- 
vade the dress shoe styles for men 
and now share the spotlight equal- 
ly with black for fall promotion. 

The closing seam is widely used 
on the moc-toe styles but several 
manufacturers called the overlay 
moccasin toe their “bread and but- 
ter.’ Straps and hardware are 
strong on the moc-toes for fall. 

The plain toes were strongest in 
the ties but manufacturers appear 
to be putting pronounced emphasis 
on increased promotion possibili- 
ties for slipon styles. The toes are 
also somewhat narrow and there is 
an increasing number of pointed 
toes offered in the oxfords. 


Chukka Stays Strong—The chuk- 
ka boot, still a strong promotion 
item for casual wear, is now being 
turned out as a slipon. However, 
the slipon chukka isn’t as prevalent 
as the ties of this style. 

Also noted in the styles of most 
of the companies was the slipon 
with the swirl stitch and the quilt- 
ed vamp. 

The crepe and ribbed crepe soles 
were strong in the casual lines and 
one manufacturer offered a plastic 
sole that was heat-sealed to a 
Goodyear welt in his work and sport 
shoes. 

The foreign offerings for fall de- 
livery included a line of Japanese- 
manufactured all-vinyl shoes along 
the basic style lines for men. These 
will go on the market at between 
$3 and $4. The line offers both ties 
and slipons of vinyl. 


By CHUCK HOSSACK 
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Children’s Shoes: For 
Fall, ‘Softee’ Types 


CHILDREN’S shoes represented 
about 20 per cent of the exhibits at 
the Mid-Season Fashion Week. 

Traffic was static. There is no 
question but that it would have 
been much better except for the 
fact that many buyers were con- 
fused by the unfamiliar surround- 
ings. They spent a good deal of 
time trying to locate the exhibits. 
However, the majority of the manu- 
facturers had scheduled advance 
appointments with their regular 
customers and, in those instances, 
they did write good business. 


Seek Promotional Items—Retail- 
ers were looking for items to spark 
their summer promotions. They also 
placed reorders and fill-ins to take 
care of the holes in their inventory. 
For this phase of the picture, there 
were lightweights, cements and 
opened-up sandals and sandal types 
in girls’ shoes. There was also a 
continued interest in bals, half-bals 
and new treatments of saddles. 

Bone was reported to be going 
very strong, followed by patent, 
white, pastels—in smooth leathers, 
nylon velvets, straws and novelties. 
For boys the emphasis was on the 
slimmer, trimmer shoes, with the 
Italian look continuing to give way 
to the American look. Swirl, pillow 
stitching, Scotchgard treatments on 
buck, B and B... black and brown. 


Interest in Fall Items—Manufac- 
turers reported that the merchants 
they worked with were interested 
in getting an idea of what’s new 
for fall. Buyers wanted to see the 
patterns and line up those they 
wanted. They checked into the 
price situation and ordered sam- 
ples. 

For fall it looks like “softee” 
types will be important in both 
girls’ and boys’ shoes. In the latter 
category there will be a big con- 
centration on inverted seams, moc- 
casin fronts, heart pattern wing 
tips, swirl treatments, Alpine ox- 
fords and boots in soft, glove leath- 
ers. Such colors as Whippet, Hound 
Dog, black, B and B seem slated for 
good acceptance. 

In girls’ shoes it is very likely 
that the big promotion will be on 
nylon velvet. 

By ESTELLE G. ANDERSON 
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PPSSA Fashion Report Stresses: 


Women Seek Quality in Apparel 


NEW YORK—Women today are 
looking for authenticity and qual- 
ity in their apparel. They want 
good fabrics, good workmanship, 
style and especially the assurance 
of good taste. 

So said Doris A. Weston, PPSSA 
fashion director, at the Popular 
Price Shoe Show of America’s 
semi-annual preliminary fashion 
report. Together with Helen Jo- 
seph, shoe fashion director, she de- 
livered her report during the Mid- 
Season Shoe Fashion Week here. 


Brown Is Leading Family — In 
apparel colors, Miss Weston said, 
the Tapestry Tones—soft, rich and 
subtle —express the feeling for 
quality. 

Brown, the leading fall color 
family, will be in a variety of 
shades: for coats and suits, me- 
dium chocolate browns, taupe, vi- 
cuna and mixtures of browns with 
gray; for sportswear, greened 
browns, vicuna and camel tones 
continuing, with new interest in 
terra cotta and brighter henna; 
and for dresses, charcoal brown 
crepes for daytime with taupe and 
bronze in dressier fabrics. 

Browned reds will be strong in 
sportswear, coats and suits, with 
the bluer reds in dressier fabrics 
becoming important for late winter. 

Olive greens are still volume. 


Blues in Combination—Blues are 
newest in a grayed postman shade 
and teal. Blues are used chiefly in 
combinations. Navy is news as an 
accent in multicolor tweed mix- 
tures. Purple is arousing some 
fashion interest, mostly in mix- 
tures, and is considered strictly 
promotional and for limited selling. 

Golds are very green, antique in 
feeling and mainly important for 
sportswear colors; they are also 
strong for at-home fashions. 

The idea of a “quality look” 
promises good acceptance for classic 
fabrics with the gray flannel suit 
slated for strong revival. Black, al- 
ways a classic, is elegant in many 
new weaves and textures but will 
be forced to vie with the new darker 


browns. There is a great variety 
of weaves in all colors. 

The new Paris silhouettes show 
skirt lengths remaining the same, 
from just below to two inches be- 
low the knee. Some shoulders are 
getting broader; there are kimono 
sleeves and cape-like effects in 
sleeves. 


Shoe Colors Follow Apparel—-The 
shoe color story for fall and winter, 
as reported by Helen Joseph, fol- 
lows very closely the color picture 
in ready-to-wear. Browns, again the 
No. 1 color family, include: gold 
browns for early selling for dress 
and sports; clear medium browns, 
important for dress shoe volume; 
taupey browns, light to dark, an im- 
portant fashion interest; red 
browns, with excellent potential for 
sports and tailored types; and dark 
browns, with Town Brown for vol- 
ume and fashion interest centered 
on the blackened browns. 

The group of Tapestry Tones in- 
cludes the following: in reds, 
browned reds for strong promo- 
tional interest and blue reds, more 
limited and high-fashion; in greens 
—clearer and less yellow—no in- 
creased importance for dress shoes 
but a blackened green excellent in 
potential for sports and flats. In ba- 
sic colors there is a cherry tone for 
volume. 


Simplicity Keynotes Footwear— 
In silhouettes, pumps dominate the 
fashion picture. Simplicity is the 
keynote, with detailing and orna- 
mentation built into the shoe: drap- 
ing, pleating, openings, overlays, 
punched treatments and woven ef- 
fects are much more important and 
bows are losing ground. 

Tailored types are increasingly 
important with shapely stacked 
heels given strong emphasis. Open- 
toe types are mainly for dress wear. 

The pointed toe is still too strong 
for any real change. Double needles 
are the big volume. Triple needles 
are being tested in the stores and 
are reported selling very well. The 
squared tip is another important 
last. 
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SWE Panel Heralds ‘Leg Look’ 


A fashion panel, speaking at a 
luncheon of Shoe Women Fxecu- 
tives, said the 1960s will be the 
“era of the leg.” They stressed 
shoe and hosiery coordination. 


NEW YORK—The fashion em- 
phasis for the 1960s will be on the 
“leg look,” according to a panel of 
five fashion experts. The experts, 
in proclaiming the next 10 years 
as the “era of the leg,” stressed the 
coordination of shoe and hosiery 
fashions. 

The panel discussion highlighted 
a luncheon meeting of Shoe Women 
Executives during Mid-Season Shoe 
Fashion Week. On the panel deal- 
ing with “The Anatomy of Fash- 
ion” were Helen Sisson of Phoenix 
Hosiery; Beth Levine of Herbert 
Levine; Hector Escabosa of I. Mag- 
nin; John Weitz, fashion designer, 
and, as special guest, Agnes De- 
Mille, choreographer. Nancy White 
of Harper’s Bazaar was the mod- 
erator. 


Through Hosiery, More Shoes— 
Helen Sisson, responsible for much 
of the current fashion flowering of 
hosiery, claimed she has a much 
larger shoe wardrobe because of 
her development of hosiery ward- 
robes. Illustrating the variety of 
hosiery types today, Miss Sisson 
turned to her exhibit of occasion 
stockings: country stockings for 
stacked heel shoes; travel stock- 
ings, ingrained like fabric; small 
car socks, “fun stockings;” dressier 
luster stockings and elegant lace 
evening stockings. 

Miss Sisson said the ’60s will be 
“the era of the legs.” She said that 
she wanted to declare “freedom for 
the leg look” and greater variety 
in hosiery. 


Shoe-Stocking Combination—Beth 
Levine illustrated her thinking on 
the relationship of hosiery to shoes, 
and the importance of the leg, by 
her own Mantilla shoe, the shoe- 
and-stocking-in-one-fashion. 

This shoe, she said, created great 
interest at a gathering of high-style 
people in Paris. There she went to 
a party carrying a pair of conven- 
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tional shoes with her in order to 
make a quick change if her inno- 
vation proved too startling. (Regu- 
lar stockings are always worn un- 
der this shoe.) She found, instead, 
that such an idea was just what 
these high-fashion experts liked. 

Agnes DeMille added an original 
note in her practical approach to 
hosiery and shoe styles. Her pre- 
ferred equipment for combating 
traffic, pedestrian and rolling, is a 
pair of sneakers and woolen socks 
—or so she said, anyway. 


Coordination Stressed — Hector 
Escabosa said his store windows 
rarely show any apparel without 
two or three correctly coordinated 
shoe styles. The demand today for 
blending costumes and accessories 
and the new focus on the leg, must 
include hosiery coordination, said 
Mr. Escabosa. But it is difficult to 
get shoe sales personnel to consider 
the clothes with which the cus- 
tomer will wear the shoes, he 
added. 

John Weitz admitted that he 
never thinks of designing shoes for 
his clothes. He wondered, however, 
whether or not it was the coordi- 
nation of designs in all that she 
wears that gives the European 
woman her custom look. He pleaded 
for American designers: “Let’s 
back them,” he said, “but not to 
the exclusion of others.” 

Program chairman for the meet- 
ing was Jean Sherwin, shoe editor 
of Glamour magazine. Faie Joyce, 
president of Shoe Women Execu- 
tives, gave a personal illustration 
of how two pairs of shoes of dif- 
ferent colors can be sold to a cus- 
tomer who comes in for one pair. 
The shoes—one pair black and the 
other rosy pink—could be right for 
two different uses and desirable 
for one wardrobe. 


® Shoe Corporation of America 
will induct more than a score of 
25-year employees into its Twenty- 
Five Year Club at a banquet in 
Columbus, O., March 14. President- 
Treasurer Robert W. Schiff will 
speak following a dinner for some 
250 Shoe Corporation associates. 


Union Urges Import 
Quotas for Footwear 


WASHINGTON, D. C.—A grim 
report on the troublesome shoe im- 
port problem was made here Feb- 
ruary 16. The report was presented 
to 22 Congressmen representing 
shoe manufacturing areas by the 
AFL-CIO United Shoe Workers’ 
union. 

George Fecteau, union president, 
called for government quotas on 
imported shoes as the “most prac- 
ticable” device for slowing the 
avalanche of imports into the U. 8S. 
He reminded the Congressmen that 
the enormous quantities of import- 
ed shoes coming into the U. S. in 
recent months are causing serious 
unemployment and sagging pay- 
rolls in shoe manufacturing dis- 
tricts. 

The Congressmen joined the USW 
executive board for dinner at the 
end of a closed, day-long business 
meeting. 


Quotas for Each Country—Mr. 
Fecteau believes the fixing of maxi- 
mum import quotas for each shoe 
producing country is the most fea- 
sible way of attacking the import 
problem. Tariffs are out of the ques- 
tion, he explains. Even if the 
union favored higher tariffs, which 
it does not, there is little likelihood 
that the Congress will scrap the 
25-year-old reciprocal trade plan 
which commits all nations to a 
continuing course of tariff reduc- 
tion. 

“Quotas are the best answer,” Mr. 
Fecteau told BOOT AND SHOE RE- 
CORDER. “They can be quickly ap- 
plied to forestall damage to work- 
ers in this country. Separate quo- 
tas can be set for each producing 
country. Our union will insist that 
a favorable allowance be made to 
producing countries that pay a 
decent wage to their workers.” 


Congressmen Are “Sympathetic” 
—Attitude of the Congressmen at- 
tending the meeting here was one 
of “sympathetic concern,” Mr. Fec- 
teau stated. 

Besides outlining the import 
problem, Mr. Fecteau also urged 
the Congressmen to aid him in his 
fight to increase the national mini- 
mum wage from $1 to $1.25 per 
hour. 
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THE FABULOUS PUMP +4 


Another Naturalizer 
Becomes A Million-Pair Seller 


Another shoe joined Naturalizer’s illustrious group 
of Big Sellers when Naturalizer’s Fabulous Pump 
passed the million-pair mark at retail. 


Women have spent more than $13,500,000 for the 
Naturalizer Fabulous Pump base, one of the greatest 
single votes of customer approval in the history of 
women’s shoes. 


Naturalizer retailers, long accustomed to the good 
profit on Naturalizer Big Sellers they stock in depth, 
say freely that the Fabulous has set a new profit record. 


There’s always a Big Seller in the Naturalizer line. How 
about you? If you want the answer on that, ask J. G. 
Helmbacher, Sales Manager, Naturalizer Division, 
Brown Shoe Company, St. Louis, Missouri. 


5 Quality at your feet 
BROWN 


SHOE COMPANY 


St. Louis, Missouri. .. Makers of: Air Step « Buster Brown + Galaxies « Glamour Debs « Life Stride * Miss America + Naturalizer + Official Boy Scout Shoes 
Official Girl Scout Shoes + Pedwin « Propr-Bilt « Risqué « Robin Hood « Robinette + Roblee « Smartaire 
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@ Kennedy minimum wage bill, gaining strength in Senate, 
would bring all merchants under federal regulation. 


@ Needed revenue revision planning postponed 
until 1961 as result of “tax truce’? between 
White House and Congress. 





@ Nineteen senators sponsor bill to make stores 
itemize interest and financing charges to cus- 
tomers buying on time. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





The headache generated among dealers by the Kennedy minimum 
wage bill is reaching migraine proportions. After subcommittee juggling, 
it now brings all merchants under federal regulation. 

Under the bill, stores doing a gross business of more than $750,000 
annually would be put on a four-year progression scale governing both 
minimum wages and maximum hours. The formula would go from $1.00 
and 46 hours in the first year to $1.25 and 40 hours in the fourth year. 
Firms grossing less than $750,000 would be required to pay a flat $1.00 
minimum. 

Any federal regulation will not only force wages higher but will 
increase dealer costs by imposing record-keeping requirements on firms. 

The Kennedy measure looks like the old dodge of asking for an arm 
to get a hand. Some Democrats are willing. Republicans, especially 
Secretary of Labor Mitchell, want narrower minimum wage legislation. 


There'll be no tax cuts in 1960. A “tax truce” agreed to by both the 
White House and the Congress bars both political parties from cutting 
any rates this year. 

Chairman Mills, of the tax-writing House Ways and Means Com- 
mittee, agrees that lower rates are long overdue. But he opposes any tax 
tinkering in 1960 on the ground that the Congress needs more time to 
examine the complex federal tax structure and to determine just where 
reductions are needed most. 

“It is certainly my thought that our tax rates are much too high from 
the standpoint of incentives and economic growth,” Mr. Mills declares. 

The Mills plan is to gain new revenue by broadening the tax base 
(adding new taxes, possibly a national sales tax), thereby permitting 
reductions in some established rates, such as those on corporations and 
on individuals. 

Thus, a rewriting of the depreciation allowances for machinery and 
equipment is now postponed until 1961 at the earliest, along with all other 
needed revenue revision plans. 


Congressional backing is strong for a bill to require stores to explain 
credit charges in writing to each customer. 

The bill would require persons selling consumer goods on credit to 
tell each purchaser buying on time both the rate of interest he is paying 
and the total financing charge for the life of the contract. 

The bill is sponsored by 19 senators. 

In an election year like this, a bill which can be ballyhooed as all for 
the “dear old consumer” can easily be steamrolled through Congress. 

The businessman’s chance to fight this legislation will come March 15, 
when hearings on the bill begin before the Subcommittee on Production 
and Stabilization of the Senate Committee on Banking and Currency. 

Sen. Paul H. Douglas, D., IIl., principal backer of the bill, claims that 
it will assist “economic stabilization.” He says that disclosure of finance 
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® Because of manpower shortage employers will 
soon have to begin hiring workers regardless 
of age, sex, race, religion, ete. 


Report from 


@® There are two bills awaiting action in the 


WASHINGTON [2 oo 





charges will cut down the “excessive use of credit.” 
Businessmen call it stepping into cost control through the back door. 


Businessmen must prepare to overhaul their employment policies if 
they expect to face the manpower challenge of this decade. 

Secretary of Labor James P. Mitchell, coming to grips with predic- 
tions that the labor force will grow by 29 million workers by 1970, warns: 

“Employers who do not abandon policies against hiring workers 
because of their age, or sex, or race, religion or nationality, or because 
they may be handicapped in some way, may have real trouble finding 
enough workers in the decade ahead.” 

Mitchell is not pleading for civil rights. His warning is a real one in 
the face of the changing pattern of labor. 

The Labor Department’s examination of the labor force for the next 
decade is not crystal-ball gazing. Historical facts such as the low birth 
rate of the depression years and high birth rate of post-World War II 
years make the predictions self-evident. 

Those predictions are that by 1970: 

The number of young workers under 25 will increase by nearly 6.5 
million or some 46 per cent. 

Workers 25 to 34 will increase by about 1.75 million or 12 per cent. 

The 35 to 44 age group, from which foremen, supervisors and man- 
agement personnel are now drawn, will actually decline by 200,000. 

The number of workers over 45 will go up 5.5 million or 20 per cent. 

Women in the labor force will increase 6 million, a jump of 25 per cent. 

What this means to the employer is that traditional methods of hiring 
will have to change. The age group from which experienced and skilled 
workers now are taken will be getting younger (less experienced, less 
skilled), older or feminine. 

The Secretary of Labor also pointed to part-time workers and minority 
labor groups, both categories growing steadily, as needing special attention 
in the ’60s. 

Mitchell said the task before businessmen and the country in general 
during the decade was to “improve individual competence, use all our 
manpower resources without discrimination, and develop jobs for all 
kinds of worker capabilities.” 

He forecast that “our potential is such that if we plan well and use 
our manpower wisely we can increase our standard of living by 25 per 
cent in the next 10 years. To do this with an ever-increasing population 
will require an increase in our production of goods and services by 50 per 
cent—to $750 billion a year.” 


A pair of bills to protect against the piracy of original designs are 
awaiting action in the Senate. 

The newest bill (S. 2852) would extend to commercial use of an 
original design the same protection it enjoys under the Copyright Act. 

The principal difference between the new bill and S. 2075, introduced 
last year, is this: 

Under S. 2075, the owner of a copyright is protected for five years 
in the commercial use of his design. Under S. 2852, the copyright owner 
would be protected for 28 years and an additional 28 if he renewed his 
copyright. 





(CONTINUED ON PAGE 58) 
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Some thoughts 
on the recent news" 
about the price of 
dance shoes 
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The cost of equipping Ameri- 
ca’s ever-increasing number of 
dance pupils is actually a less 


expensive proposition today than 


in 1927, according to James 
Selva, head of Selva & Sons, 
said to be the world’s largest 
manufacturers of dancewear ex- 
clusively. Against a _ general 
background of climbing prices 
in consumer goods, Mr. Selva 
proudly points out that Selva’s 


i dance shoes haven’t risen over- 


all in price during the past 33 
years. 

“Many of our dance shoes 
actually have gone down in 


price,” Mr. Selva said, adding 


that acrobat sandals, once $1.75 
now sell for $1.50 — and Selva’s 
original $5.95 patent leather tap 
shoes are still the same price 
today. An outstanding over-the- 
years price reduction example, 
Mr. Selva reports, is the drop 
in musical comedy tap shoes 
from $8.00 in 1927 to $6.95 to- 
day. Soft toe ballet slippers that 
sold for $3.75 in 1927 are only 
20c more today. 

This price stability has one 
prime reason, Mr. Selva feels. 
“kind of an expeditious cycle: 
by keeping prices down, more 


and the more people bought 
dancewear, the more able we 


ness has multiplied 40 
over 1927 — today we have 100 


people could afford dancewear/| “ 
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*based on stories which have appeared in the New York Times 
and other leading newspapers throughout the country. 


There may be an opening for a Selva agency in your area. 


SELVA AND SONS, INC., 1607 Broadway, New York 19, N. Y. 
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Here’s some 


mighty good 


horse sense! 


Dries out soft, retains shape! 


Check these Scuff resistant! 
d e Sturdy Goodyear welt construction! 
won er-wearing Non-rip moccasin vamp! 
features! Durable box toe! 

Non-tarnishing hooks, eyelets and 
rivets! 
Water resistant! 
Acid resistant! 


No. 1034...for men 


All the feo- 
For work and sport. oe flexible, 
utty color 


; ° 
de counter P 
sent Polyethylene rare 
whide lace iz 
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Weterstiend boots belong ore 


of anything SE re ‘ in today’s comfortable, practical, 
on the market! =i colorful way of living. 
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More good 
horse sense — 
ORDER NOW! 
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No. 9294...for boys 


All features listed above, plus 
flexible, non-skid, non-mark, 
long-wearing ‘‘Tuffy’’ soles and 
heels, and white water-repellent 
‘Duracord” laces. Sizes 2 
through 6, ‘'B'' and ‘'D"’ widths. 
Horsehide tan color. 


‘3 $9595 
YOU 


f 
Suggested retail price—$9.95 
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ACME BOOT COMPANY, Inc. 


Clarksville, Tennessee " — ' 
WORLD’S LARGEST BOOTMAKERS ORDER NOW! 
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than there’s coffee in Brazil! 


U.S. ——w 


A revolutionary CoRrept * in men’ S protective footwear 


Thanks to a stroke of 

genius in a U.S. Rubber 

laboratory, PAK-A-WAYS 

are made of a totally new 

material, rich and trans- 
lucent, with fabulous stretch and flex...a 
wonderful new lightness...and a toughness 
and a stern resistance to tearing that will 
put every other rubber to shame. 


On top of that, PAK-A-ways are styled to 
modern sculpture perfection...come in a 
wonderful neutral new color, TRANSLUCENT 
AMBER, that’s smart as the dickens over 
black or brown shoes...and are engineered 
with a unique non-skid sole and a remark- 
able self-adjusting shank and counter that 
enable one PAK-A-WAY size to fit easily and 
slickly over ANy shoe style and over f-i-v-e 
differént:shoe sizes! 


Men who haven’t worn rubbers in 15 
years are going to wear PAK-A-wAys. Shoe 
retailers who haven’t gotten their fair share 
of the men’s rubber footwear business in 
10 years are going to net a handsome profit 
on PAK-A-ways. And salesmen who have 


never wanted to bother with rubbers be- 
cause they took precious time from selling 
high-price shoes are going to latch on to 
PAK-A-wAys for that extra sale, and sell 
them rain and shine. 


PAK-A-WAYS have everything. They’re just 
what the consumer wants: light, good-look- 
ing. Easy on and off. A cinch to carry. They 
fold into a pocket or a pouch. They're just 
what you want: only one color, only four 
sizes to merchandise—small, medium, large, 
extra large. A retail price you wouldn't be- 
lieve possible whether you sell them with 
or without the smart pouch. A markup 
that’s just as unbelievable. And packaging 
that is so compact, you can stock PAK-A-WAYS 
right under the fitting chairs for quick, 
extra sales without your salesmen taking 
one single extra step. 


But if you want to hear real excitement 
about this new product and get complete 
details on PAK-A-wAy’s markup, discounts, 
immediate deliveries and national advertis- 
ing, just call your “U.S.” representative or 
write the ever-so-proud.. 


ROCKEFELLER CENTER, NEW YORK 20, NEW YORK 
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CONVAIR 
Vinyl! Gaiter . 
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Outstanding Style and Quality at Attractive Prices 


The TYER Waterproof Line 
has Everything it takes, 
to Make More Sales! 


with 
VELVETEX 
Lining 


, New! 
TYLITE > “ STORM MAID 
Vinyl Gaiter Vinyl Gaiter 


WATERTITE 
Rubber Gaiter 


There are priced-to-sell Tyer footwear styles 
for work and play, fashion and function - 
with sizes for everyone — in rubber, nylon 
and Tyron viny] plastic. 


pile cuff for women, and the zip-front 
Convair gaiter for boys and men—both with 
Velvetex lining. For your fashion-minded 
customers, there’s the Citation gaiter for 


An important Tyer newcomer with a 
ready-made market is the ‘Satin Storm” 
stretch-to-fit gum rubber for women, misses 
and children. Brand new Tyron vinyl styles 
include the zip-front Storm Maid gaiter with 


women, in black nylon, and the all-rubber 
Watertite dress gaiter for men. 

Stock the complete Tyer line of waterproof 
footwear with more styles for everyone 
more sales for you! Send for new catalog. 


Tyer Footwear is nationally advertised in LIFE, SATURDAY EVENING POST, PARENTS’, 
SPORTS ILLUSTRATED and other leading magazines. 








TYER RUBBER COMPANY, Andover, Massachusetts, U.S. A. 


Please send me your new illustrated price catalog on Tyer protective footwear. 


Name 


Store 


Street 


City_ : e ‘ _Zone State 
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Guide-Step lasts are Contourgraphed in 19 places... 
The Contourgraph translates years of research into actual Guide-Step lasts...lasts that 
are designed to fit the foot /n action. 


Many ordinary lasts are tape-measured in but 
4 places when created by the last maker. 
Unfortunately tape measures are not per- 
fectly accurate . .. a small error can be 
magnified many times in foot discomfort. 


. are accurate to 1/100Oth of an inch! 


Guide-Step means COMFORT... 


Endicott Johnson was first with Guide-Step! 


Of al! the shoemaking principles, de- 
vices and techniques designed to pro- 
mote foot comfort, none has been more 
thoroughly proved through research 
and wear than Guide-Step. 

More than 30 years of research and 
testing went into its design . . . 300,000 
individual foot measurements were 
made to determine the contour of its 
lasts. 


The wonderful comfort of the Guide- 


Step principle can now be found in 
Johnsonian Guide-Step shoes for men 
. .. first line of shoes to take advantage 
of this revolutionary design. And not 
one bit of style has been sacrificed to 
give these shoes this added comfort. 


If you are not now stocking John- 
sonian Guide-Steps, write today for a 
call by one of our salesmen who will 
show you the complete line . . . priced 
to retail profitably at $10.95 to $14.95 


2 Johnsonian 
GUIDE-STEP 


Endicott Johnson Corporation 
Endicott 1, N. Y. 


a 
ENDICOTT ie. JOHNSON... THE FAMOUS FAMILY NAME IN SHOES 
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by JOHN REILLY 


Editorial 





We Need the True Figures 


OT on the heels of the news from Washington 
that 1959 was a record year for imports of 
leather shoes come some new figures on rubber 

and rubber and canvas footwear imports. These pre- 
liminary figures are even more startling than the ’59 
leather footwear figures. The leather import figures 
indicate that 59 imports were slightly less than in ’58. 
But when the ’58 figures are adjusted to exclude some 
four million pairs of rubber and canvas footwear which 
were misclassified and entered the country as leather 
footwear, 1959 actually showed a substantial gain over 
58. 


An Amazing Increase 


Rapid as the growth in leather footwear imports 
has been, it does not compare with the amazing in- 
crease in imports of rubber and canvas and of rubber 
boots and overshoes which took place in 1959. 

Figures based on preliminary data show that the 
value of 1959 imports of rubber boots increased 381 
per cent, from $3,056,600 in ’58 to $14,692,267. 

1959 imports of rubber shoes and overshoes jumped 
162 per cent from $6,008,372 in ’58 to $15,716,267. 

The greatest increase of all, however, was in the 
imports of rubber soled fabric upper shoes, which shot 
up from $2,429,226 in ’58 to $17,105,903 in 1959. This 
is a thumping 604 per cent increase. 

Total waterproof and rubber and fabric footwear 
imports for ’59 are estimated at $47,514,437. The 
latest figure on the dollar value of domestic production 
of rubber footwear is for the year 1958. It fixes ship- 
ments of all rubber footwear manufacturers at $213,- 
634,000. This means that 1959 imports amounted to 
about 22 per cent of the value of ’58 domestic produc- 
tion, the last year on which figures are available. 

We have pointed out on this page several times in 
the past that, shocking as this figure may be, it has 
just as serious implications for manufacturers of 
leather shoes as it does for the rubber people. We 
believe that a large part of this bulge in rubber and 
rubber canvas imports is accounted for by the fact 
that millions of pairs of chemical shoes are entering 
the country misclassified as “rubber and rubber and 
canvas footwear.” This is made possible because of a 
technicality in the law which permits the Customs 
Bureau to identify imports according to “similitude to 
the product they most resemble.” The Bureau is 
admitting these chemical shoes as rubber and rubber 
and canvas because they are vulcanized and in some 
cases technically are waterproof. 
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However, they resemble leather footwear far more 
closely than they do any rubber or canvas types. They 
are in direct competition with a dozen or more leather 
types and they are becoming increasingly more so all 
the time. 

Chemical shoes are basically work and dress types 
embracing nurses oxfords, Mary Janes, skimmers and 
saddles. They are seen even in Little League basebal! 
shoes. The most recent chemical shoe to appear is an 
excellent reproduction of the Swiss style Snoboot or 
work shoe. Made entirely of plastic, it reproduces this 
popular style excellently in pattern, stitch and sole 
details. 

Through the window of an army and navy store it 
is difficult to tell the difference between this $3.95 
retailer and the original boot which sells for three or 
four times this price. Of course, once the boot is on 
the foot the customer knows the difference, but then 
it is too late. 


No Way of Knowing 

We think that the real seriousness of this situation 
lies in the fact that the industry has no way of know- 
ing how many pairs of chemical shoes actually are 
entering the country. Until such time as Congress 
requires the United States Tariff Commission to cor- 
rectly classify chemical shoes, we will have no idea 
of the true size and scope of the problem. Several 
months ago Congress requested the Commission to 
present new classifications for a whole range of cate- 
gories of imports. Chemical shoes should be high on 
this list. Congress should demand that the Commis- 
sion set up specific classifications to isolate chemical 
shoe imports and to place them in a category where 
they belong. 

They are far more competitive with standard leather 
types than they are with rubber or rubber and canvas 
footwear. They are directly competitive with low price 
vuleanized shoes which America is starting to produce 
and will produce in greater volume as time goes on. 

George Baker reports in this issue that organized 
labor is starting to take real interest in the import 
situation. In addition to quotas and increases in tariff, 
it might well place its support behind a move to smoke 
out the true chemical shoe figures. 

Only with the true figures at hand can any real 
appraisal of the full impact of shoe imports be made. 
The chemical shoe, we think, is the villain of the piece. 
The industry should demand and get full information 
on it. 





TO HELP YOU S-T-R-E-T-C-H 
YOUR RUBBER FOOTWEAR SEASON 





ee 6 Te ee 
$-T-R-E-T-C-H, TOO! 








MAKE FARM WORK 
A LITTLE EASIER... 


Stop Lugging Heavy Footwear Around 


Far lighter than arctics, Tingley Rubbers and 
Boots give the same protection and stand 

up under rugged farm use. All rubber— 
molded in one piece—they s-t-r-e-t-c-h easily 
over any shoe you own for a really snug fit. 
Smooth surface—both inside and out— 
they’re easily cleaned under the faucet. So 
“take a load off your feet,” and keep them 
dry and comfortable all day long. 


TINGLEY 10” 
CLOSURE BOOTS 


One button (but four- 

buckle height) .. . in either 
rubber or acid-proof Neoprene .. . 
they’re just what farmers and 
dairymen need for those rainy, 
muddy, even snowy days 

ahead. Unique self-breathing 
“bellows” action assures 

air circulation with every step. 

in Rubber — $5.99 


In Neoprene — $9.35 


TINGLEY HI-TOP 
WORK RUBBERS 
Two-buckle height but no 
zippers or buckles to fool 
with. Take the place of 
heavy, clumsy, lined 
arctics. §-t-r-e-t-c-h on 
easily . . . won't pull off 
accidentally. The most 
popular work rubber on 
the market. 

In Rubber — $3.99 


In Neoprene — $5.65 
If you don’t find Tingley’s where NEW JERSEY Est. 1896 
you buy your shoes, write for 
catalog and nearest dealer's name. 


RAHWAY, 


You're never "stuck" with end 
sizes, because, 


4 SIZES 


FIT ALL FARM SHOES 


(Including heavy brogues) 





RUBBER CORPORATION 
SNARE RAE 


This advertisement is 
appearing NOW in— 
The Farmer 

Farm Quarterly 
Michigan Farmer 
Nebraska Farmer 
New England Homestead 
Ohio Farmer 
Pennsylvania Farmer 
Prairie Farmer 

Rural New Yorker 
Wallace's Farmer 


Wisconsin Agriculturist 


SO DON'T FORGET: 


You fit more people better 
with 1/3 the inventory! 


AS ADVERTISED IN LIFE, SATURDAY EVENING POST AND PARENTS’ MAGAZINE 











TINGLEY RUBBER CORPORATION 


RAHWAY, NEW JERSEY 


Please send me the name of my nearest Tingley distributor 


There's a Tingley Distributor near 
plus your latest catalog and sales promotion material. 


you. If you don't know him write . 


Address 
City 
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Voice of the 


ARTHUR RAUSEO, owner of the 
Georgetown Shoe Store in George- 
town, Mass., has entered the political 
arena . . . to improve the business 
climate in the town. He is a member 
of the Georgetown Business and Civic 
Association, the American Legion, the 
town Fire Department. Earlier, he was 
on the town Finance Commission. 
This time he is a candidate as Water 
Commissioner. 


Earlier shoemakers stirred up politics: 
Roger Sherman signed the Declara- 
tion of Independence. Whittier wrote 
poetry and spoke for the liberation of 
the slaves. Henry Wilson, the Farm- 
ington, N. H., shoemaker, was elected 
vice-president and there’s a memorial 
to him in the Hall of Fame in Wash- 
ington. 

This is an election year. No doubt 
there are many shoe men who are 
also doing their bit as candidates— 
major or minor—for their particular 
communities. 


* * a 


Volume colors; new fall 1960 basic 
colors for boys’ and girls’ shoes; 
style colors for big and little girls . . . 
S. B. Foot Tanning Co. of Red Wing, 
Minn., includes them all! They have 
recently published their “Bulletin 
Board Styling Chart of Fall 1960 
Colors” and they have grouped their 
colors effectively, letting each category 
stand on its own merits. Here’s a 
quick rundown: “VOLUME COLORS 


for boys’ and girls’ shoes: Vanilla, 
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rade 


Indian Smoke, Roman Red, Camel, 
Chino, Cowboy, Black, Pepsi, Glen 
Brown. 

“BUTTERSCOTCH—new promotion 
color for back-to-school shoes. 
“BASIC COLORS FOR BOYS’ 
SHOES—pre-teen and high 
school: Glen Brown, Chino, Cowboy, 
Black, Camel, White. 

“DARK-TONE DOWN-BEATS: Cari- 
bou, Cordo, Trout Brown, Black 
Saddle. 

“BASIC COLORS FOR’ GIRLS’ 
SHOES—pre-teen and junior high 
school: *Vanilla Float, Red Wagon, 
Glen Brown, Camel, Slate. 

“STYLE COLORS FOR BIG AND 
LITTLE GIRLS: Loden, *Cherub, 
Boating Blue, *Mountie, *Igloo, *Leaf 
Smoke, *Yellow Tulip, Trout Brown, 
*White, *Black. (*Special baby shoe 


colors.) ” 


junior 


* * * 


“A children’s shoe department can be 
one of the greatest profit-makers for 
a retailer,” said SAUL MASLOW, 
sales manager of the Dr. Posner Shoe 
Company, Inc. at a recent meeting of 
children’s wear buyers. “Most ag- 
gressive children’s wear merchants,” 
he continued, “agree that an infants’ 
and children’s shoe service is a desir- 
able asset for a shop. In fact, a recent 
survey indicated that the majority of 
retailers who do not carry juvenile 
footwear would like to include that 
classification. However, there are two 
objections most frequently expressed 
—lack of space and lack of knowledge 
for fitting shoes. 

“These are not insurmountable rea- 
sons for failing to install a children’s 
shoe department. For example, we 
have developed a self-contained unit 
that occupies less than 15 square feet 
of space and _ includes 
facilities for display, stock and fitting 
infants’ and children’s shoes. We have 
many case histories of successful shoe 
departments built around this space- 
saving, sales-building unit. 


complete 


BOOT ann SHOE 
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“Lack of fitting knowledge is largely 
psychological. Fitting and 
children’s shoes is a simple procedure 


babies’ 


requiring a little patience, a little 
intelligence and a bit of know-how. 


We have prepared a simple, easy-to- 
read, Children’s Shoe Fitting Manuat 
that explains how to use the Brannock 
shoe measuring device to ascertain the 
size and width. After a little instruc- 
tion and experience, a sales person 
can perform an honest, efficient and 
profitable job of fitting normal feet.” 


* a * 


Some fashion observations from across 
the border . 

“Shoes will go higher across the in- 
step before they return to a cut down 
shell; and they would be narrower and 
slimmer before they would be short 
and oval.” That was the prediction 
made by L. PAUL DUCHAINE, presi- 
dent of Ludger Duchaine, Inc. (Que- 
bec, Canada) many months ago. To 
make certain of these predictions, he 
sample-tested the idea in some of the 
high quality stores in Quebec City 
and the results were very gratifying. 
He said: “We decided on Quebec City 
because we felt that the reactions of 
the women in Q.C. to this new sil- 
houette, would be simple, spontaneous 
and fairly conclusive. The extreme 
pointed toe last had been tested the 
same way, the previous year, and the 
conclusions derived from that test 
were most helpful. 

“In the fall of 1958, we decided to 
review some of our designs of 20 and 
30 years ago. Many of them showed 
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longer vamps and higher lines over the 
instep. We made up some shoes in 
this silhouette and sent some trial lots 
to stores in Quebec City. The results 
were good. In a few days all the 
shoes had been sold. We then went 
ahead and made some variations of 
and the 
clearly showed that this new silhouette 
had lots of fashion appeal. The trend 
was clear for fall; but 
spring? Well, some of the retailers 
who had had the best results, kept re- 
ordering and reported even better 
acceptance during the spring selling 


the same theme; reactions 


how about 


months. 

“These feminine ‘tie effects’ in shoes 
go well with the new apparel . . . mil- 
linery and even the new ‘old fashioned’ 
hair-dos so popular at this time. 
“For fall 1960, the challenge will be 
on the creative abilities of shoe de- 
. . the 
area between the heel shape and the 


signers to dress up the instep . 


toe shape. This area has not received 
much attention in the last twenty years. 
Shoe fashions should at least be able 
to follow other trends in fashion, if 
not lead them.” 


* oa * 


Did you know that “a 112 lb. girl, 
wearing stiletto heels with a metal 
base and spear pointed metal inserts 
on the shoe tip, exerts a pressure of 
4000 lbs per square inch on the floor 
surface every time she takes a step: 
whereas a 224 lb. man wearing con- 
ventional shoes exerts a pressure of 
28 lbs. per square inch?” 

The Durotone Company (technicians 
for the carpet industry) of Yonkers, 
N. Y., published the above informa- 


tion. 
eo 8s 


“Children are just as aware of style 
features, as their elders are,” says 
FRANK TAMMARO, owner of the 
Yorker Shoe Shop in Providence, R. 
I. “Children are ‘sold’ on the pointed 
toes. size three sneakers, 
we find the little girls are asking for 
pointed toes; because they want the 
same styles as their mothers are wear- 


ing. 


Even on 


“However, the mothers 
object to the little girls wearing 
pointed toes. I believe the solution is 
to find a happy medium—to please 
both the parents and the children.” 


generally 
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Profile.... 


by ESTELLE G. ANDERSON 





' JAMES MUIR 


USH PUPPIES ... what do they mean to you? Well, if you are 

from the South, you probably conjure up a familiar small corn 

dumpling. If you are a shoe retailer, you know that within the 
past eighteen to twenty months, they have come to mean a fast-selling 
casual in brushed pigskin. And if you are man or boy, anywhere in these 
United States, you have probably bought and worn Hush Puppies, because 
they are colorful, attractive and comfortable. 

James Muir hardly looks like a chef. But he has concocted a success 
recipe that is most exciting . . . a gourmet’s dream. You won't find it in 
any of the cook books. However, if you will look at the sales records of 
the Wolverine Shoe and Tanning Corporation, for the period April °58 
to date, you will find the facts set down. 

As in cooking or baking, it is a step by step procedure. There are no 
soupcon quantities in Hush Puppies. Instead, the receipe calls for gener- 
ous, huge, heaping measurements. “This product that we turn out,” says 
Jim Muir . 


be shoes of similar appearance but our Hush Puppies are all out of 


.. “there is no exact duplication of it on the market. There may 


Wolverine tanned American brushed pigskin.” 

Hush Puppies, phenomenal as they may seem now, were a_ natural 
evolution at Wolverine. This company has been making work shoes since 
1901. Prior to that, they were jobbers of shoes, rubber footwear, findings 
and cobblers’ supplies under the name of Hirth and Krause in Grand 
Rapids, Mich. In 1901, they bought a small shoe factory in Rockford, 
Michigan, and eight years later, they added a small tannery. The com- 
pany name was changed to Wolverine Shoe and Tanning Corporation 
in 1915. 

Jim Muir started with the company in 1911, when he was fourteen 
years old, and has been with them ever since. He worked nights and Sun- 
days, until he graduated from high school; and then permanently. He 
worked in the tannery and the shoe factory . . . any place where he could 
fit in and be helpful. When World War I broke out, he went into the 

(CONTINUED ON PAGE 52) 
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This new version of the popular Swiss Snow Boot is perfect for 
all-weather outdoor wear. Lightweight, flexible and very smart in 
appearance, it will be equally at home on the trail or in camp this 
summer and in hunting or ski lodge come next winter. 

Features are a Swiss closure with full Sno-guard flaps, white basket 
weave microcellular sole, easily laced non-tarnishing hooks, non-rip 
moccasin vamps, back pull straps and rolled top bands. Uppers are a 
rich golden shade in a soft glove tannage. Shown in a six inch style, 
it is available also in an eight inch model from Acme Boot Co. 








ROM two hours plus by car to the 

shore or the hills, to two days and 

nights plus encircling the globe, 
Americans will be on the go this year, 
for business or pleasure. 

With spring and summer vacation 
months ahead, we have chosen to show 
shoes, bags and bag accessories that 
pack easily, are light in weight and 
adaptable to several uses. Nearly all 
are in light colors and summer mate- 
rials: washable white leathers, pastels, 
white fabrics, white strawcloth, natural 
color straws and a sisal-jute material. 

With a few exceptions, the shoes are 
adapted to several uses. The flat heel 
thong sandal can serve as an informal 
evening shoe or a daytime patio and 


Rhythm Step pump, Cari- 
oca straw, cork -covered 
medium wedge heel. Cob- 
bler two-tone “Encore” 
tie, gloveskin leather, 
Ripple Sole. Bertlyn 
folding slipper in smooth 
elasticized straw, ribbed 
sole, plastic carrying case. 
Lady Buxton “Havana” 
color French purse. part 
of five-piece set. Simon 
Bros. capacious travel bag, 
sisal-jute and leather. 


Walborg summer evening 
bags. Left: “La Strada” 
in white strawcloth, hand- 
embroidered with chalk 
beads, convertible to en- 
velope. Right: “Freda,” 
alabaster color, fully hand- 
beaded in chalk beads 
with crystal beads for de- 
sign. Bernardo thong san- 
dal, adapted to daytime or 
informal summer evening 
wear. Ted Saval high heel 
mule, vinyl plastic edged 
with leather. 


Right: Fontana unlined 
two-eyelet tie, finely grain- 
ed white leather, 14/8 
heel. Kadin Bres. roomy, 
all-white leather bag. “Sof- 
Treds” by American Felt 
Slipper Company, _ soft 
vinyl folding slipper, rib- 
bed sole, plastic carrying 
case. Enger-Kress purse 
accessories: Back, pass- 
port and ticket case, ani- 
line cowhide. Front, “Grab 
Bag,” deep pouch, crushed 
goatskin, imported multi- 
color raffia embroidery. 





beach style. The straw pump 
on cork-covered wedge heel 
“an be worn all day long 
with summer cottons, linens 
and even silks, equally right 
for town or country wear; 
practical for travel. The 
more formal spectator in 
fine grained white leather is 
right with city summer 
clothes or on the terrace of 
a country club; also for 
travel. The folding slippers 
on ribbed soles, in plastic 
cases, are perfect travel 
companions for the plane. 
informal at-home or outdoor 
casual wear. 


I. Miller gray -to- black 
ombré mesh pump and 
envelope bag. Lady Bux- 
ton Tropicana wallet and 
Key-Tainer in top grain 
cowhide, aniline-dyed, with 
water-repellent finish, part 
of five-piece set. 


Photographs 
by GEORGE PELZER 


by ELEANOR M. RUTTY 


Many more Americans will be journeying to all parts of the world 
this year. American Express Travel Survey estimates that 13,000 


will circle the globe, some 10,000 of them by air. Everything 


points to an unprecedented year of travel in all directions. The 


right clothes, shoes and accessories will be in increased demand. 





Five Who Know How 


N a 200-mile radius of Cheyenne 

you will find the largest western 

boot retail operations in the 
world. This area extends into agri- 
culturally wealthy northern Colorado 
and includes Greeley and Fort Col- 
lins. We visited five western store 
retailers, each with its own individ- 
ual type of operation but each ba- 
sically a boot store catering to a 
boot wearing area. In all five stores 
a common denominator in boot re- 
tailing was found: An honest atti- 
tude toward the customers and the 
“know how” of boot construction and 
fit. They all understood fully the ne- 
cessity for a broad inventory and a 
consistent promotion and advertis- 
ing program. They stress the com- 


fort and practicality of boots along 
with their glamor. The five repre- 
sentative stores in the area are: 
Western Ranchman Outfitters, the 
Wrangler, Inc., and Merritt’s West- 
erns and Casuals, all of Cheyenne; 
The Westerner, Fort Collins, Colo.; 
and The Stockman Western Wear, 
Greeley, Colo. 

Sol and Julia Bernstein’s Western 
Ranchman Outfitters is advertised as 
“the largest individual user of boots 
in the U. S.” It was probably the 
first all-western store in the world 
when opened in 1930. Displays show 
every boot pattern in the store, which 
had a $200,000 sales volume last 
year. 


“Located on U. §S. 30 on 16th 


John Weber always shows three 
pairs of boots in fitting a customer 
at the Wrangler, Cheyenne, Wyo. 


Street, our store attracts all the 
visitors that come to Cheyenne. We 
are constantly changing our win- 
dows, always showing boots coordi- 
nated to complete western outfits, 
and we have a full-time display man 
for the job,” Mr. Bernstein said. 
“We carry four lines of boots, Tony 
Lama, Acme, Justin and Nocona, 
and show them all. Since opening a 
complete western store, we've re- 
modeled four times, expanding each 
time and adding to our inventory 
and catalog.” 

Western Ranch Outfitters has one 
of the largest western catalogs in 
the world and gets 2/3 of its trade 
outside of the Cheyenne area. Boots 
are mailed to England, Europe, 
Asia, Hawaii, Alaska and Canada. 
Mr. Bernstein doesn’t forget the 
ranchers and cowboys of the area, 
however. Between the rustic beamed 
ceiling and the well-lighted pine 
shelves are displayed all his custom- 
ers’ ranch brand signs, mainly Wyo- 
ming brands. Chairs in the men’s, 
women’s and children’s boot depart- 
ments are covered with unborn calf- 
skin. 

Promotion is continuous. Riding 
clubs are encouraged and attractive 
outfits from hats to boots are de- 
signed in the store for members. A 
stencil is made for future mailings 
to every customer. National adver- 
tising is carried in Charm, Made- 
moiselle, Holiday, Western Horse-. 
man and Horse Lovers’ magazine. A 


Boots are worn by window manikins and are otherwise coordinated with window displays at Western 
Ranchman Outfitters, in downtown Cheyenne, known as the oldest all-Western store in the world. 
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to Sell Cowboy Boots... 


The common denominator of boot retailing includes an honest atti- 
tude toward customers and the “know how” of construction and fit. 
Equally important are a broad inventory and consistent promotion. 


new clientele is also found through 
coupons at the bottom of order 
blanks on which customers list new 
names and addresses of prospects. 
World-famous Cheyenne Frontier 
Days, a week-long celebration with 
special newspaper supplements, dis- 
plays and parades, always brings in 
new customers from the 100,000 
visitors to the city that week. 
“Boots stand for something; they 
combine glamour and utility and re- 
quire special merchandising,” said 
young William J. (John) Weber, 
owner and manager of The Wran- 
gler, Inc. Trained in men’s wear 
and men’s shoe retailing, he has 


found that two essentials in boot 
merchandising are the knowledge 
and service that a salesman can im- 
part to the customer. “A boot re- 
tailer must remember he’s boosting 
his customer’s ego at the same time 
that he’s fitting him in a prime util- 
ity item. You sell boots on the stool. 
Anything that pulls on without laces 
is glamorous and you project this 
thrill to your customer. I even at- 
tempt to show the history of boots 
in the development of America — 
mining camps, cowboys, buffalo 
hunts, ete.—in my promotions and 
in my conversation. I keep two sec- 
ticns of boots in my windows at all 


by VIVIAN ANDERSON 
times — men’s and children’s and 
youths’. My windows front on 16th 
Street (U. S. 30) and Capital 
Street. I have radio spots and daily 
newspaper space.” 

There are reasons why the boot 
department is the strongest depart- 
ment at The Wrangler. Besides open 
displays in the boot section, Mr. 
Weber keeps two table displays in 
other parts of the store. He keeps 
a basic stock of boots and uses the 
pull card system for continual in- 
stock check. He makes a complete 
stock count of his Texas and Acme 

(CONTINUED ON PAGE 60) 





Boots are displayed with all types of western wear and saddle supplies throughout the 
store of Western Ranchman Outfitters. Boots are coordinated with other apparel. 
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An Ever Expanding Market 


ESTERN boots are where you find them. And 


that isn’t necessarily on a horseman, at a rodeo 
or west of the Mississippi River. 
A growing trend to casual living and the influence of 
a still-impressive list of TV westerns have put boots on 
the feet of many a mom, dad, son and daughter from 
Maine to Oregon. 
American western and specialty boot manufacturers 


are capitalizing on their expanding market. They are 
facing up to the design problems created by the variety 
of customers. Boot purchasers today include the work- 
ing stockmen, young cowpokes, the rodeo set, vacation- 
ing dudes, cowboy kiddies and the “just casual dress- 
ers.”’ Several firms are promoting a “family series” of 
boots. This series puts the entire household into boots 

(CONTINUED ON PAGE 62) 


Stovepipe tops, walking 
neels and pointed toes ap- 
pear to ve popular in the 
men’s boot lines. Left to 
right above are: Gaucho, 
H. J. Justin & Sons, Ine.; 
Shotgun, Acme Boot Com- 
pany; Toreador, Acme; Spe- 
cial, Texas Boot Company, 
and a Geoding Boots, Inc. 
style. 


Rounded and box toes pre- 
dominate in children’s boot 
styles. Left to right at the 
left are: (top row) Bronco 
Longhorn, Texas; two styles 
by Goding; suede Buc, John 
{. Frye Shoe Co., Ine.; 
(bottom row) a style by 
Quinn & Delbert Baot Mfg. 
Co.; Maverick, Acme; Cus- 
tom, Texas, and a brown 
and tan boot by Quinn & 
Delbert. 





estern Boo 


The boots for men and boys almost all have black or brown 
vamps and quarters. From left to right above are: black and 
white panel, Frye; suede Buc, Frye; Grand Entry, Nocona Boot 
Co., Inc.; Rancher, Nocona, and a brown and tan by Goding. 


The popularity of Wellingtons increases. At the right are 
two half Wellingtons by Quinn & Delbert. One is trimmed 
light and the other is trimmed dark. One style offered has a 
popular heavy crepe sole and heel. The other has a leather sole. 


The use of inlay designs is growing. From left to right below 
are: Belle Eagle, Acme; Golden Angus, Acme; Vegas, Justin: 
Featherweight, Justin, and Apache, Justin. 


Rea . 
wenn 





Profile: James Muir 
(CONTINUED FROM PAGE 44) 


Army Medical Corps. Wherever the 
troops were, that’s where the Sani- 
tation Squad would be. The work 
was largely inspection and entailed 
a good deal of traveling, which Jim 
enjoyed because, up to that time, he 
had known only a small segment of 
Michigan geographically. His squad 
moved up to the front November Ist 
but, before anything really hap- 
pened, the war was over. The 
Armistice was signed. Jim went 
back to Wolverine. 

They sent him to Iowa in 1919 
and, during the five years that he 
was there, he opened up many new 
accounts. In 1924, he was brought 
back to Rockford and put in charge 
of sales training. Since then, right 
up to the present day, he has been 
living in Rockford and working for 
Wolverine. Over the years, the sales 
manager gradually relinquished 
many of his duties to Jim. Then, 
in 1940, when Mr. Shotthafer died, 
Jim became sales manager. Official- 
ly, in the present company set-up, 
he is vice-president in charge of 
shoe sales. 


His prime interest has always 


been shoe manufacturing and sell- 
ing. He will tell you: “I am strictly 


a salesman ... and in charge of 
training other men to sell. There 
are certain natural aptitudes for 
selling, or any human activity. Mine 
happen to be selling.” 

Prior to January 4, 1960, Wol- 
verine’s sales territories were di- 
vided into ten districts with five 
men in each district. Once a year 
the entire sales force came to Rock- 
ford for meetings that would last 
one to two weeks. (Theoretically, 
the experienced salesmen didn’t need 
more than a week; whereas the new 
salesman might need more time.) 
That sales picture has been changed 
somewhat, as of the beginning of 
this year. They now have five re- 
gional sales managers. Each man- 
ager has charge of his own region, 
about twelve territories. This takes 
care of the entire United States. 
Jim has charge of the five regional 
sales managers. He holds two- 
day regional meetings with the men 
on an average of four times a year. 
He used to travel the entire country, 
constantly (a far distance from the 
young man who got his “traveling 
licks” during his medical corps 
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days). Now, with district sales man- 
agers capable of coping with most 
contingencies, he doesn’t travel about 
as much. Regional meetings and 
regular contacts with key accounts 
are what he concerns himself with 
at present. 

Hush Puppies . what about 
them? Jim filled in the details for 
us. “All through the years,” he 
said, “we have made an exclusive 
product, work shoes. Originally, we 
made them out of shell cordovan— 
horsehide. It was an amazing leath- 
er. Made the best work shoes. But 
the horse population was slowly 
dying off. When I was a boy there 
were about 28 million horses. Now, 
there are less than four million. As 
horses became fewer and fewer, 
there were less hides available. Con- 
versely, our company was becoming 
more important in the work shoe 
field. By 1940, we were in the ‘First 
Three’ category. But we couldn’t get 
the horsehides and, consequently, we 
began to lose our market. 

“We searched the world over for 
horsehides. However, when World 
War II came along, imports were 
naturally restricted. We had to de- 
cide which way to go. We could 
actually tan any kind of leather and 
finally made up our minds to go 
into cowhides. But we didn’t have 
an advantage, any more. In horse- 
hides, we had had a good leverage. 
We used to buy practically 60 to 80 
per cent of the available horse butts. 
But, in cowhides, we had no advan- 
tages.” 

In 1940, there was a raw material 
source of which less than one per 
cent was being used for leather. Yet, 
if it were tanned, it could account 
for as much as 60 per cent. That 
was pigskin. There were headaches, 
to be sure. For instance, originally, 
the skin was part of the meat prod- 
uct—the casing or cover—and sold 
along with the meat, at the prevail- 
ing price. However, modern pack- 
aging changed all that. Now, the 
cellophane or parchment, or other 
transparent wrapping, made it 
necessary to remove the skin. With 
the meat (that is on the skin) sell- 
ing at 20 to 60 cents a pound; and 
the skin itself only 5 to 15 cents a 
pound, the idea was not to leave any 
meat on the skin. It became practi- 
cal to skin the porker in the packing 
plant, making those skins available. 
They were only partially used, as 
by-products, for gelatin or fibers. 


Wolverine discovered that Swift 
& Company had a belly-flaying ma- 
chine that they could probably im- 
prove upon, with experimentation. 
They poured millions of dollars into 
that experimentation. Today, Wol- 
verine has the only successful hog- 
sides skinning machine in the world. 
They build these machines and put 
them into packers’ plants; but retain 
title to the machines. The packers, 
in turn, skin the hog sides and sell 
the skins to Wolverine, to be tanned 
in their own tannery. That, coupled 
with the fact that the United States 
is a great pork-eating country, gives 
Wolverine practically an unlimited 
supply of pigskins at _ relatively 
stable prices. 

The leather is amazing. Pigskin 
is the third-toughest of leathers. 
The next step was to find a tannage 
that would make the leather im- 
pervious to water and soil. Minne- 
sota Mining and Manufacturing 
Company came through. The most 
recent one is the Hellcat tannage. 

Wolverine was already using this 
pigskin in their work shoes. Now, 
they were ready for wider use. 
Twenty months ago, they decided to 
make a casual shoe for men. Actual- 
ly, they didn’t have the equipment 
to make the kind of shoe they had 
in mind. They discussed the style 
and manufacture with General Shoe 
Corporation, who agreed to make 
them for Wolverine. 

Jim made many trips to Genesco. 
This was his baby and he was anxi- 
ous to watch it. Also, it had to have 
a name. So, like any proud “pappy,” 
he made up a list of possibilities. 
One day, while he was having a 
quick snack in the cafeteria in Nash- 
ville, he noticed a sign: “Catfish and 
Hush Puppies.” The idea _ struck 
him that this might be a good name: 
“Hush Puppies ... they quiet your 
barking dogs.’’ How corny can you 
get? When he showed the list of pro- 
posed names to the people at Ge- 
nesco, every one liked the name Hush 
Puppies best. It aroused a good deal 
of interest. Also, it was easy to re- 
member. Genesco made about 100,- 
000 pairs of Hush Puppies for 
Wolverine. 

By October ’58, Wolverine had 
its own machinery installed and was 
ready to start making shoes in their 
plant. Production soon increased to 
600 pairs per day. Now they are 
making approximately 8000 pairs a 
day. (CONTINUED ON PAGE 56) 
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Report on the Russian Shoe Industry: 


A Letter to the Editor.. 


D. Murvanidze, Chief Expert, USSR State Planning Committee, has written to 
us about Bill Rossi’s series of articles. Mr. Rossi's reply is also given. 


HANK you for sending me the 

September issue of your maga- 

zine, which carries my article 
“The Soviet Shoe Industry.” It also 
contains an article by William A. 
Rossi, and on the same theme: the 
shoe industry in the Soviet Union, 
As a specialist in this field I was, 
quite naturally, interested in Mr. 
Rossi’s material and therefore read 
it over very attentively. In this con- 
nection, I would like to express some 
ideas on questions that were dealt 
with in the above-mentioned article. 

I must assert that the author 
bases himself on incorrect and in- 
sufficiently exact data when he 
speaks about shoe production and 
consumption in the USSR _ which 
may, as I see it, only mislead the 
readers of the magazine. 

Firstly, I would like to touch on 
the volume of shoe production in the 
USSR. Mr. Rossi questions the pub- 
lished data on the number of shoes 
put out in the Soviet Union in 1958 
and tries to palm off the arbitrary 
estimates of Julius Schnitzer, Chief 
cf the Shoe, Leather and Allied 
Products Division, United States De- 
partment of Commerce, as being cor- 
rect. 

According to the calculations made 
by Mr. Schnitzer, the output of 
leather shoes in the USSR in 1958 
allegedly amounted to only 188 mil- 
lion pairs. 

But as a matter of fact the official 
figures show that the USSR pro- 
duced that year 356 million pairs of 
leather, 27.8 million pairs of felt 
and 158.7 million pairs of rubber 
shoes (leather footwear includes 
also shoes made of artificial or 
erzats leather). 

The Soviet Union has a planned 
economy whose successful manage- 
ment is impossible without a thor- 
ough and exact account of all the 
material resources and the output 
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volume of the different items pro- 
duced. Any mistakes in this field 
can lead to serious difficulties in the 
normal work of the national economy 
and disturbances in production and 
distribution. Therefore the Soviet 
government, attaching great im- 
portance to the organisation of cor- 
rect accounting and statistics, has 
set up an entire system of state sta- 
tistical service headed by the Cen- 
tral Statistical Board under the 
USSR Council of Ministers. The data 
published in the reports of the Cen- 
tral Statistical Board and other de- 
partments are absolutely exact, and 
it is on the basis of this material 
that all the further development of 


HIS is the same Mr. Murva- 

nidze with whom I tried to 

make personal contact in Mos- 
cow at least 10 times over a period 
of two weeks, to no avail. Despite 
my presentation of a long list of 
credentials, and despite efforts by 
other Soviet shoe industry people 
to arrange a meeting for me with 
Mr. Murvanidze, the latter repeat- 
edly avoided me. I still wonder what 
he may have been afraid of. 

Now Mr. Murvanidze insists that 
we accept the official figure of Soviet 
shoe production (356 million pairs 
in 1958) as true. Like most Russians 
—and especially those in official po- 
sitions—Mr. Murvanidze finds it 
difficult to believe that most Soviet 
statistics, including those dealing 
with the shoe industry, are held sus- 
pect by authorities in most other 
countries. Anyhow, in our article, 
we didn’t say the Soviet figures were 
untrue—but simply that authorities 
in many other countries, including 
the U. S., were reluctant to accept 


...and 


the national economy and its indi- 
vidual branches is planned. 
Wishing to cast doubt on the cor- 
rectness of the data on the USSR’s 
shoe output in 1958, the author of 
the article refers to some alleged 
contradictions between the data con- 
tained in different Soviet sources. 
Thus, according to Mr. Rossi, the 
Soviet Embassy in London published 
in 1953, in English, that the 1952 
output of shoes in Russia reached 
375 million pairs, which is more than 
the officially announced output in 
1958. 
According to my findings, the So- 
viet Embassy in London did indeed 
(CONTINUED ON PAGE 56) 
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the reliability of Soviet statistics. 
On the basis of my own brief but 
enlightening experience, I too am 
among the doubtful. 

Mr. Murvanidze states, “The data 
published in the reports of the Cen- 
tral Statistical Board and other 
(government) departments are ab- 
solutely exact .. .” 

I agree; the figures are exactly 
what the Soviet government wants 
them to be. Early in our series of 
articles we warned readers that 
Soviet statistics are often used as 
a drunk uses a lamp post—more for 
support than illumination. 

Soviet statistics dealing with pro- 
duction of goods are distrusted by 
almost every nation in the world, 
including the Soviet satellite coun- 
tries. The National Planning Asso- 
ciation, a distinguished body of ex- 
perts which has made a probing 
study of the Soviet economy, in a 
project financed by the Rockefeller 
Foundation, states that Russia’s 

(CONTINUED ON PAGE 58) 
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Teen Clubs and Shoe Sales 


Teenage morale and the retail shoe business are both getting a boost 
from the teen club activities launched by Bob Reisig and the Peters Shoe 
Stores in Porterville, California. by ERIC OPEL 


AST NOVEMBER, Bob Reisig of the Peters Shoe 
Stores, Porterville, Calif., organized the Trio- 
Wesboro Teen Club to bring teenage recording 

favorites to the vicinity and to promote shoe sales 
among the younger set. The club’s action is centered 
around Porterville, key location of the Peters retail 
outlets in Tulare County. 

The program is designed as a permanent one, cen- 
tered around the Trio-Wesboro Teen Club. The name, 
Trio-Wesboro, is derived from two leading brands 
manufactured by the International Shoe Company, for 
which Reisig’s stores are California outlets. Member- 
ship is free, and open to anyone in the teen years. The 
only requirement is to register at any of the Peters 
Shoe stores in Porterville, Visalia (pronounced Vis- 
a-ya), or Tulare. 

Members receive a weekly envelope containing a 
picture of a top recording star with special appeal to 
youth, a list of the top 40 song hits, news of the re- 
cording industry, and local music events. Actual shoe 
promotion is confined to one back page of each bulletin. 
Members get into all club events at half price, too. 

Regular personal appearances by top. recording 
artists are the backbone of the program. Close-coupled 
advance promotion for the event is in the form of post- 


Registration for the teen club at the Porterville store. (CONTINUED ON PAGE 63) 


Bob Reisig in white shirt and tie. 


fudience reaction at the Jimmy Clanton show, New 
Year’s night. 
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For the man who 
Appreciates Quality 


Nocona has done it again. 
Here is a distinctively differ- 
ent boot. 


We call the new shade of tan Kangaroo “Sunset Gold.” This wh 


NEW COLOR style is also being made in black kangaroo. Psi 7 
A newly created pattern of stitching makes this a handsome fi? 
NEW STYLE 12- inch boot. it N 0 F q NA : 
Nocona’s sensationally new shank with rubber cushion gives i iy 
NEW SHANK you floating walking ease and streamlined styling at the instep. Nes. 5 ol OTS , y, 
NEW TOE Pleasingly pointed is the new hand-made toe. 


NOCONA BOOT CO., INC. e — ENID JUSTIN, President  NOCONA, TEXAS 
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Profile: James Muir 
(CONTINUED FROM PAGE 52) 

Hush Puppies had almost instan- 
taneous success, . . nation-wide ac- 
ceptance from the very start. They 
are sold in top grade stores in prac- 
tically every city in the United 
States as well as Alaska and Hawaii. 
Wolverine made a careful study of 
this acceptance. They had the ad- 
vertising agency that handles the 
Cadillac account survey and research 
Hush Puppies very extensively. This 
research revealed there is as much 
interest on the part of men 24 years 
and older as there is below 24 years 
of age. Hush Puppies’ styling is for 
the conservative and less conserva- 
tive, staid colors and wild colors: 
Gunsmoke, Hound Dog, Wild Oats, 
Tumbleweed, Black Thunder, Loden 
Green, Dude Gray, Scarlet Feather, 
Buck White, Sage Brush. There are 
three basic styles: moccasin front, 
plain toe chukka boot, sandals. They 
also make them in golf shoes with 
spikes, in various color combina- 
tions. Sizes range from 10-2 in 
youths; 214-6 in boys’ and 6-16 in 
men’s. Hush Puppies have been 
adopted by the Olympics Committee 
for the U. S. Olympic team. 

“In an organization such as ours, 
every one makes an important con- 
tribution,” says Jim. “I don’t want 
to imply that the shoe originated 
with me. The only thing I was re- 
sponsible for was getting them to 
make the shoe and then persuading 
them to have Genesco produce it un- 
til we had the machinery to do it 
ourselves. Sure, I gave it the name 
and launched the sales, but we have 
had all kinds of talented and won- 
derful help and ideas. 

“Hush Puppies and pigskin are 
synonymous. And I would be remiss 
if I didn’t acknowledge the especial 
contribution that Victor W. Krause 
(son of the original founder) has 
made. He has been working to per- 
fect pigskin from 1942 until today. 
He was responsible for our develop- 
ing the pigskin flaying machine, 
making the machines, developing the 
leather. As near as any one man can 
be responsible for the whole thing, 
Victor Krause is that man. His 
tenacity and persistence brought it 
all to fruition.” 

Jim Muir, at 63 years of age, is a 
happy man. His hobby is selling 
shoes and he indulges that hobby 
seven days a week. 
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The Russian Shoe Industry 


Mr. Murvanidze’s Letter 
(CONTINUED FROM PAGE 53) 
publish preliminary data on the to- 
tal production of shoes in 1952, of 
both leather as well as rubber and 
felt boots. According to the final 
data, the USSR produced in 1952, 237 
million pairs of leather, 21.5 million 
pairs of felt and 124 million pairs 
of rubber shoes, and in 1958, 356 
million leather, 27.8 million felt and 
158.7 million pairs of rubber shoes. 
As can be seen, there are no contra- 
dictions in these data and they fully 

coincide. 

The author cites a statement made 
by S. Trifonov, Deputy Minister of 
Trade of the RSFSR, to the effect 
that the norm of children’s shoe con- 
sumption in the USSR at the present 
time is 3.2 pairs. Proceeding from 
this, the author figures that leather 
shoe production per adult is 1.25 
pairs, which in his opinion is highly 
improbable. 

If the small arithmetic mistakes 
in these calculations be disregarded, 
then such a situation indeed exists 
in the Soviet Union. It proceeds 
from the policy of the Soviet govern- 
ment to give children priority in all 
that is necessary. A special decision 
of the Central Committee of the 
Communist Party and the USSR 
Council of Ministers on increasing 
the production, expanding the as- 
sortment and improving the quality 
of children’s clothes and shoes was 
issued on March 15, 1958. The plan 
for 1959 envisaged the output of 
172 million pairs of children’s shoes 
out of a total volume of 377 million, 
which makes for 3.2 pairs per child 
and 1.4 pairs per adult. 

While the population’s demand for 
children’s shoes is fully satisfied, 
there is not enough shoes of domes- 
tic manufacture for adults. To make 
up for this shortage, the Soviet 
Union imports a definite number of 
leather shoes, which is also dealt 
with in the article by Mr. Rossi. At 
that, it is shoes for adults that are 
imported mostly. This corresponds 
to the policy of the government and 
is profitable commercially. 

The information contained in the 
article on shoe prices in the USSR 
is not exact. All the arguments 
given there are based on the prices 
of the higher grade shoes. Such a 
one-sided treatment of the problem, 


it seems to me, leads to false conclu- 
sions. 

I must stress that price setting 
and the price policy in the Soviet 
Union have their own specific fea- 
tures. In particular, the prices on 
children’s shoes are very low, on 
shoes produced on a mass scale for 
everyday wear are medium, and on 
so-called “style” shoes, which are 
intended for evening wear and for 
free days, are high. Shoes on rubber 
soles cost much less than on leather 
soles. Depending on that, the prices 
on children’s shoes start with 8.60 
rubles, mass-scale shoes for adults 
with 21.30 rubles, and “style” shoes 
with 95.00 rubles. It should be 
borne in mind that the share of 
“style” shoes is very small. The 
plan for 1959 envisages the output 
of 25 million pairs of “style” shoes 
out of a total of 377 million pairs of 
leather shoes. 

The author of the article proceeds 
from the price on the costlier shoes 
when he deals with the question of 
average retail prices and the value 
of the output. Therefore the con- 
clusions reached by him do not, of 
course, correspond to the facts. 

The author’s assertion that the 
urban population is allegedly better 
supplied with shoes than the rural 
is also incorrect. Shoes are freely 
sold throughout the country and any 
citizen may acquire them anywhere. 

The author of the article ques- 
tions the possibility of the Soviet 
Union fuifilling its seven-year plan 
for the development of the shoe in- 
dustry. 

Let us turn again to the facts. In 
recent years the shoe industry has 
been growing at a very fast pace. 
Thus, in 1957 shoe production in the 
USSR increased by 26 million pairs, 
or 9 per cent, in comparison with 
the preceding year; in 1958 by 40 
million pairs or 12.7 per cent; and 
in 1959 by 33 million pairs or 9.3 
per cent. 

The seven-year plan for the devel- 
opment of the shoe industry envis- 
ages an output of 395 million pairs 
of leather shoes for 1960, and ac- 
cording to the more precise plan for 
1960, 408 million pairs. Thus, the 
fulfilment of the seven-year plan is 
already proceeding considerably 
ahead of schdule. With such a fast 
rate of development, the leather shoe 
output of 515 million pairs envis- 

(CONTINUED ON PAGE 58) 


Boot and Shoe Recorder 





The Footwear Retailer Builds 
Telephone Traffic 


Alexander Graham Bell did the footwear merchandiser a 
big favor with his telephone. It can be a firm friend or an 
implacable foe to the shoe merchant, depending upon his 
use of it. Here are some ways to make telephone traffic pay 
off for YOU! 

One footwear merchandiser invites anyone and everyone to 
join the TELEPHONE CLUB. All that’s necessary is to 
send in a postcard with name, address, telephone number, and 
number of children in family, if any. Each Monday all 
members are called between 8 a.m. and noon. They are 
informed as to the nature of “The Telephone Special” for 
the week. It may be loafers, high heels, tennis shoes, but 
whatever it is, it’s unadvertised in any other fashion. It’s a 
particular kind of item, available possibly in certain sizes 
or colors. But it’s a money-saver. And it’s available all 
week until the supply is exhausted. Such telephone contacts 
are kept short and sweet. It’s strictly up to the member 
whether he or she comes in 

Another footwear retailer calls a dozen names at random 
every day between three and five p.m. Anyone answering is 
informed that they may come into the shoe store within three 
days and pick up a voucher worth $1 towards any future 
footwear purchase. Again, the conversation is limited, and the 
dealer reports that over 75 per cent of those who answer do 
come in and pick up their “Save a $1” voucher. 

Still another footwear merchant offers a “five-day weather 
forecast via the phone. He obtains a brief, general, several- 
sentence weather prediction from the local weather bureau. 
Anyone interested in the weather may call, and they will be 
informed. Plus being told of one item in the merchant’s 
stock which is considered a “footwear money saver.” Most 
people are genuinely interested in the weather, and they do 
call, in substantial numbers. 

This footwear retailer uses newspaper advertising to explain 
that those planning picnics, outings, or other events in which 
the weather plays an all important role, may call him for the 
weather-wise news. 

Shoe merchants who have tried the phone route make sev- 
eral significant suggestions. They suggest calling either be- 
tween 9 and 10:30 a.m., or 2:30 to 4 p.m., if the housewife 
is the target. They recommend slow, distinct speech, a friendly 
vocal personality, and. above all, that whatever the “pitch,” 
it be made immediately, with little introduction. People are 
busy, or like to feel that they are, which amounts to the 
same thing. Brevity may or may not be the spice of life, 
but it’s highly important where phoning is concerned. 

Phoning need not add substantially to your monthly tele- 
phone service charge, so long as the calls are kept short. 


When the Egyptians were indoors they wore no shoes at 
all, although women liked to dress up their bare feet with 
jewelled toe rings and tinkling ankle brackelets. When 
they crossed their own thresholds and entered the streets, 
they wore all sorts of styles: There were sandals of thick 
hard leather for men, and wooden ones with a metal strap. 
There were socklike boots in fine soft leather which were 
decorated in rainbow colors. There were ladies’ slippers 
which were lined with rose and ornamented with intricate 
gold rosettes. There were also special socks that were worn 
with sandals. These were knitted and featured separate 
spaces for the large toes. 


Shoes with heels were worn by these ancients also, ac- 
cording to a tomb painting of a butcher, who walks in such 
shoes during slaughtering. Another fresco shows a man 
wearing wooden sabots. There were also stout soles of 
wood which many wore, that were raised nearly a foot high 
by means of four round wooden sticks. 
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LE pipRpE 


leads the parade 
in baby shoe sales! 
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Begorra, you can 

count on Little Pierre to 
deliver that bit of “green” called profit. 

He has, like a lucky clover, *four points 
that add up to lively sales — year round! 


*MADEIN FRANCE + *AMERICAN 
*GENEROUS MARK-UP ¢ *IMMEDIATE | 


Style #1202 in White/Pink 


Style #1203 in White/Blue 
Sizes 0-3... 4-6. 
Lambskin, fully lined, 
washable. 


ROSELLA 


Style #1919 in Grey 
Style #1917 in Beige 
Style #1911 in White 

Sizes 442-8... 8%%4-12 
B.C. D. E. 
Suede uppers, 


calf trim, 
leather lined. 


MONACO Style #7905 

Sizes 444-8... 84-12 
B.C. D.E. 

Black grain monk strap 
Fully leather lined, 
leather sole and heel. 
Also available in 
smooth calfskin. 


~~ Write for Little Pierre’s catalog 
“2 <> CHAMBORD SHOE CO., INC. 
350 Fifth Avenue, N. Y. 1, N. Y. 


West Coast representative: Jim McElroy . McElroy Shoes, Inc. 
P.O Box 578, Winter's, California 











The Russian Shoe Industry 


Mr. Murvanidze’s Letter 
(CONTINUED FROM PAGE 56) 
aged: for 1965 will be ensured ahead 
of time, in any case, not later than 

1964. 

Would you be so kind, Mr. Editor, 
to print my letter in your magazine 
so that your readers may avoid get- 
ting an incorrect conception of the 
shoe industry in the Soviet Union 

Sincerely yours, 
D. MURVANIDZE 
Chief Expert, USSR State 
Planning Committee 


The Russian Shoe Industry 
Mr. Rossi’s Reply 


(CONTINUED FROM PAGE 53) 
drive to overtake the U. S. is being 
achieved “half by actual output and 
half by barefaced statistical boast- 
ing.” 

Another group of 33 outstanding 
American economists, participating 
in a study of comparative economies 
of the U. S. and Russia, under the 
auspices of a special Congressional 
committee, is in agreement on this 
declared point: “One of the constant 
difficulties in appraising Soviet de- 
velopments is the problem of sifting 
the statistical wheat from the chaff, 
the fact from fiction.” 

And none other than Nikita 
Khrushchev himself declared, with 
a touch of satire, in a recent speech, 
prodding his commissars for in- 
creased production: “If only our 
actual output of goods would match 
our officially published statistics, we 
would be in pretty good condition.” 

Mr. Murvanidze’s attempt to de- 
fend the distorted statistics emanat- 
ing from the Soviet Embassy in 
London in 1953, wavers on rubber 
legs. The figure out of London deait 
with leather shoes—and did not in- 
clude rubber or felt footwear, as 
Mr. Murvanidze would have us 
believe. 

When Mr. Murvanidze says that 
Soviet shoe imports have proved 
“profitable” for the government, this 
is a classic of understatement—con- 
sidering that the imports are pur- 
chased by the government for $1 to 
$3 a pair, and resold to Russian 
consumers for $50 to $80 a pair. 

Mr. Murvanidze claims that I se- 
lected the “costlier” shoes when cit- 
ing average prices for Soviet shoes. 


He says that children’s shoe prices 
start at $2.15 a pair retail; basic 
shoes for adults start at about $4.30 
a pair; and “style” shoes start at 
$28 a pair. 

This is not true. Average shoe 
prices in Russia are as I originally 
stated them in the articles: $9 to 
$20 a pair for children’s shoes; and 
$50 to $70 a pair for adult shoes. 
These are so-called popular-priced 
shoes, of moderate quality. A small 
percentage of shoes (usually shoddy 
in quality) can be purchased below 
these prices, and a percentage can 
be purchased at above those average 
prices. 

I visited and price-shopped some 
25 or more shoe stores in Russia, 
and I saw no shoes whatever priced 
at the figures quoted by Mr. Mur- 
vanidze. And any given shoe is sold 
for the same price in all shoe stores. 
These average-priced shoes are pic- 
tured (with price tags) in the Sep- 
tember 15, 1959, issue of the 
RECORDER, photographed directly 
from windows or shelves of Soviet 
shoe stores. These prices are typical. 

When it comes to consumer goods, 
the Russian consumer is outrage- 
ously price-gouged by his govern- 
ment. This is largely because of the 
“turnover tax’—a grotesque form 
of sales tax in which the difference 
in the base cost of a product and 
its retail selling price may multiply 
more than 1,000 per cent (such as 
a shoe factory-priced at $5, retail- 
priced at $60). Whereas some 85 
per cent of the government income 
in the U. S. is derived from personal 
income and corporate taxes—in Rus- 
sia, some 75 per cent of the govern- 
ment’s income is derived from the 
turnover tax (a hidden tax, con- 
cealed from the public), and less 
than 10 per cent of income derived 
from personal income taxes. There- 
fore, the only way that prices could 
be lowered would be by a sharp de- 
cline of the turnover tax; and the 
Russian consumer has as much 
chance of seeing this happen as he 
has of voting Khrushchev out of 
office. 

Mr. Murvanidze apparently is one 
of the very few Soviet officials who 
unabashedly claims that Russians in 
rural areas have access to the same 
amount and selection of consumer 
goods (shoes included) as those in 
large urban areas. No less than 
Khrushchev himself has spoken out 
against the “unbalance of distribu- 


tion of consumer goods” to millions 
of Russians “in non-urban areas.” 
Throughout our series of articles, 
we’ve never stated that the Soviet 
shoe industry is incapable of hitting 
its production targets by its speci- 
fied date. What we said was that 
there is good cause to doubt that it 
could achieve the desired quantity 
and quality of production within the 
specified target dates (1965-70). The 
approach to shoemaking is not the 
same as the approach to producing 
nuts and bolts. I believe that Russia 
will put its men on the moon sooner 
than it will put its population in 
good quality, well-styled shoes. 


Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 32) 

Adoption of the metric system of 
weights and measures is closer to 
reality. President Eisenhower is 
urging conversion. If schools and 
colleges adopted the metric system, 
the changeover would be accom- 
plished in 10 years. English-speak- 
ing nations are the last hold-outs 
for the yard and the pound. 

e 

Dark Africa, now slowly awaken- 
ing, is expected to become an eco- 
nomic market giant in a few years. 
It may already be a billion-dollar 
market that’s going begging. 

The southern countries of Africa 
hold promise of developing as a siz- 
able market for U. S. equipment 
manufacturers as well as some con- 
sumer goods producers, particularly 
for those who have had their normal 
export markets raided by foreign 
countries in the past few years. 

Two of the African countries al- 
ready represent sizable and for the 
most part untapped markets—Ghana 
and Nigeria. 

Nigeria typifies the possibilities 
for U. S. firms. It has a population 
of 40 million and a national income 
from exports of fruits, nuts, tin, 
rubber, and petroleum products of 
$2.75 billion a year. The Nigerian 
government now has credits in ster- 
ling in English banks totaling some 
$400 million. 





“Salesmen on the Road,” a regular 
REcoRDER feature, does not appear 


in this issue. Bernice S. Decker, 
who compiles it, is ill. It will be 
resumed when she recovers. 





Boot and Shoe Recorder 





_ Hey there, Mr.Shoe Exec- 


Are you sure you're styling and featuring 

ENOUGH of these terrific *RIPPLE® Sole shoes? 
EVERYWHERE | go my friends tell and “sell” 

their friends. Most EVERY MAGAZINE I read, 

I’m reminded of ’em again! My wife says the same... 
SO IT MUST BE RIGHT! Just a tip, Sir! 


























NEW POWERHOUSE 
of NATIONAL 
ADVERTISING 
PRE-SELLING 
MILLIONS in: 
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True 


Holiday oe 
Good Housekeeping ' aA 
Argosy ne ‘meebe 


Glamour/Charm 


Seventeen . bs ia 
2 FREE! Write for Sales Aids folder: 


... and more than a dozen others! 
BEEBE RUBBER COMPANY 


*TM Ripple Sole Corp. Nashua New Hampshire 
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Five Who Know How 
to Sell Cowboy Boots 


(CONTINUED FROM PAGE 49) 


boots every two weeks. (He also 
sells some Hyer and Tony Lama 
brands.) His boot price range is 
from $12.98 to $75. Children’s boots 
run from $5.98 to $15.98 (boys and 
youths) and $3.98 to $4.98 (in- 
fants). His customer card system, 
used for direct mail advertising, in- 
cludes every customer’s boot, hat, 
suit and shirt size. 

The fitting stool is the most im- 
portant element in successful boot 
retailing in the opinion of Mr. 
Weber. He applies new selling tech- 
niques acquired from a long study 
of boot construction, boot clientele 
and boot wear. 

“Start with a boy—boots have 
appealed to his vanity, but if you 
play it from a utility angle and put 
boots on him that will wear, he’ll 
never get out of the boot idea as he 
grows up,” Mr. Weber explained. 
“Boots from a fit standpoint are be- 
coming versatile enough so that you 
can now show fewer lines but carry 
depths, four or five styles in each 
line. 

“Confidence in the man on the fit- 
ting stool is important. You study 
your customer’s foot and see what 
will most logically do the best job 
for him. Whether he’s a rancher, 
cowboy, used car lot or heavy imple- 
ment operator or a trucker who 
pushes a heavy throttle eight or ten 
hours a day, you first check the pro- 
portions of the foot rather than the 
size. Suppose a stock man has been 
stepped on and one foot’s arch is 
gone. You literally have to teach 
him how to wear boots. Common 
fallacy to overcome in all boot stores 
is the customer’s plaint, ‘I have a 
terribly high instep—I can’t wear 
boots.’ It is really an arch that is 
rigid and a very long heel. But you 
can teach them how to put the boots 
on and let them know you can’t flop 
into them as in some shoes.” 

Here’s Mr. Weber’s selling for- 
mula: “First boot I show I overfit 
them in size to give them confi- 
dence; then I move into a smaller 
size. I don’t worry about the heel in 
fitting a boot; I fit over the instep 
as snugly as possible. The second 
boot I show is a little smaller, but 
all the time I’m getting the true 
picture of the foot. Then the third 
boot I bring out is the boot that will 
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work. I pick up the other two and 
put them back in stock. THEN, 
when the customer sees he’s com- 
fortably and correctly fitted in the 
third boot, I start feeling around as 
to the price he’ll pay. Nine times 
out of 10 he’ll take that boot.” 


The name Merritt is magic in the 
Wyoming-Colorado ranch country. 
Dean Merritt, owner-manager of 
Merritt’s Westerns and Casuals, 
1607 Central Avenue, Cheyenne, is 
the son of the late King Merritt, na- 
tionally-known cowboy king, quarter 
horse breeder and rancher. Dean’s 
wife and store co-owner is the for- 
mer Helen Tiller, daughter of a 
leading Wyoming rancher, Rhea 
Tiller. Because ranchers and cow- 
boys revere the memory of King 
Merritt and respect Rhea Tiller, 
they know Dean Merritt’s store 
stands for dependability and qual- 
ity. He sells mainly boots at $29.50 
to $60. 


“The Store with the Stable Door” 
is the slogan used both at the Chey- 
enne store and at the miniature 
shop Mr. Merritt sets up annually 
in the Denver Coliseum during the 
10-day-long National Western Stock 
Show. The store’s entrance is a 
stable door with swinging top made 
of cypress. “Grand Entry” and 
“Outstanding Brands’’ are high- 
lighted below the exterior store 
sign. The interior of the store is of 
etched wood. A customer must walk 
past the boot department into the 
stable equipment and supplies sec- 
tion. Boots are also displayed 
throughout the store with other 
western apparel and account for 
one-fifth the store’s total business. 


“You can sell boots if you know 
the how of fitting,” said young Mer- 
ritt. “I’m ranch-born and have worn 
boots all my life, even through col- 
lege. I know the ranchers’ and cow- 


boys’ lingo. I know how to wear 
boots and how to take care of ’em— 
not only how to fit ’em but how to 
polish and clean ’em, and I promote 
the polish put out by the boot com- 
pany. We are known for our very 
plain boots—all basic browns and 
blacks — smooth leathers and with 
walking heels. Most of the kids we 
sell to wear boots every day for reg- 
ular wear instead of shoes. When 
they grow up, they’ll continue to 
come to us for boots.” 


“T’d miss a sale before I’d know- 
ingly misfit a customer,” asserted 


Henry J. (Bud) Amgwert, whose 
store, The Westerner, has been lo- 
cated at 130 South College Street, 
Fort Collins, Colo., the past four 
years. Mr. Amgwert, in business 
for 40 years, came to Colorado from 
Murdock, Neb., where he operated a 
large country store. He first opened 
up a little western shop in the same 
block of College Street but his busi- 
ness grew so rapidly he had to triple 
his space and move to the new 
prime location. Boots today are the 
basic stock in his western wear 
store. 

Key to Mr. Amgwert’s success is 
his friendliness and understanding 
of his customers. He’s combined his 
two big “loves’”—merchandising and 
agriculture—in his business. A for- 
mer Hereford cattle raiser before 
becoming a rural merchant, he 
speaks his customer’s language. 

“That’s not enough to merchan- 
dise boots successfully,” he admit- 
ted as he listed the basic principles 
followed in the store by himself, his 
wife, his son, Jack Amgwert, and 
Jack’s wife. “If anything costs mer- 
chants money, it’s lack of stock. The 
only way to sell is to have plenty of 
stock and a deep inventory. It must 
be clean stock. The longer you leave 
it on the shelves, the more it costs 
you. Keep a nice display of boots 
out. Open displays sell boots. Un- 
derstand your trade. Don’t pressure 
them; treat a customer as an adult. 
Tell him to buy the boots that fit his 
budget and his wants. Six thousand 
students attend Colorado State U. 
here in Fort Collins, majoring 
mainly in agriculture and engineer- 
ing, all a big boot potential. But we 
advise them when buying boots not 
to jeopardize their school budget. 
They become repeat customers be- 
cause of our attitude.” 


Mr. Amgwert advertises his store 
as “strictly Western,” has only 
Western boots for sale, and finds his 
customers like the idea. He places 
window displays as a top selling aid, 
because he believes much of mer- 
chandising is impulse buying. Tour- 
ists, university and convention vis- 
itors are attracted into his store be- 
cause of his “lively” windows. 

“But fit is still the biggest word 
in the boot business,” Mr. Amgwert 
concluded. “Fitting boots is a finer, 
more detailed operation than fitting 
shoes. I am fearful of fitting a boot 

(CONTINUED ON PAGE 62) 
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A nurse nudged us 
to action 


“We ought to tell all our people about 
U.S. Savings Bonds as regularly as we 
tell them about safety,” said our nurse 
in the first aid room. “Many of the men 
and women who come in here don’t 
even know we have a Payroll Savings 
Plan.” 


We had to admit she was right. And 
when we called our State Savings Bond 
Director, he agreed with her. He 
helped us set up a company-wide infor- 
mation plan that tells every employee 
— frequently —about the advantages of 
buying U.S. Savings Bonds systemati- 


cally. 


That was just a few days ago. Today 
we have the largest employee partici- 
pation we've had since the mid-forties. 
People always welcome a chance to 
make use of this sound and simple sav- 
ings plan. Today there are more pay- 
roll savers than ever before in peace- 
time. Look up your State Director in 
the phone book or write: Savings Bonds 
Division, U.S. Treasury Dept., Wash- 
ington, D. C, 
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Five Who Know How 
to Sell Cowboy Boots 


(CONTINUED FROM PAGE 60) 
too large, for then there is no re- 
course. You can take care of a boot 
fit too snugly in places by softening 
spots and treating them like tooled 
leather. You can’t hurry a boot fit- 
ting.” 

Rich in western boot potential is 
Weld County, Colo., the sixth most 
productive agricultural county in 
the United States, according to 
U. S. Chamber of Commerce figures. 
Greeley, the county seat, with a pop- 
ulation of 25,000 (3500 students at- 
tend Colorado State College here) 
has a trading population of 75,000. 
Ear! C. Steele, a native Kansan with 
a long shoe-selling background, is 
president and manager of The 
Stockman Western Wear, located on 
a downtown corner at 942 Ninth 
Avenue. He had previously man- 
aged Munsell-Nuwae Shoe Co. (now 
Gentry’s) in Greeley. In four years’ 
time his western store grew in sales 
volume so that he recently doubled 
the size of the store, which now cov- 
ers 3000 square feet. One-third of 
his business volume is in footwear 
—Western boots, overshoes, Indian- 
type moccasins and patio and square 
dance shoes. 

“T have all the confidence in the 
world in the Western boot business 
for boots are now accepted for sports, 
Western and mountain wear,” Mr. 
Steele said. “We merchandise them 
on the basis that quality is more 
important than price. We increase 
our volume year after year and 
carry the largest inventory of 
styles, widths and sizes in Northern 
Colorado. Every pair of boots we 
sell is unconditionally guaranteed. 
Since we’re complete outfitters, we 
coordinate boots with all other west- 
ern accessories.” 

A great believer in outside con- 
tacts and community service, Mr. 
Steele has identified himself with 
4-H clubs, Future Farmers of 
America and saddle clubs. While 
his store’s advertising appears in 
newspapers and over radio, he feels 
his biggest advertising medium is 
in these groups. His advertising 
policy is “Make more noise in our 
community.” Rodeo tickets are sold 
at his store. At the college’s west- 
ern shows, he furnishes a pair of 
boots as a prize. At the Youth 
Rodeo Ranch each week he fur- 
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nishes a trophy buckle engraved 
with the winner’s name and event. He 
promotes Stock Show Specials be- 
fore the National Stock Show each 
January in Denver, outfitting from 
boots to hats of the exhibitors, a 
large percentage of whom come 
from Weld County. His boots range 
from $16.95 to $75, but his volume 
sales are in the $30 to $40 price 
bracket. 

“Display is so very important. 
There’s so much natural color in 
Western displays—so we display 
boots all over the store as well as in 
our windows,” Mr. Steele concluded. 
His unusual windows, always fea- 
turing boots, are “an exciting con- 
versation piece to passersby,” a 
neighboring merchant said. The 
store itself is one of the most at- 
tractive in the state. 

All five boot retailers are agreed 
on another point in boot selling: 
Boot users have to be sold on pa- 
tience in wearing new boots, which 
must mould to the feet. Boot 
users should wear new boots only a 
few hours at a time until moulded, 
when they become one of the finest 
pieces of footwear. And for those 
“extra sales” and suggestion selling, 
they all carry complete lines of boot 
polishes, boot pulls and bootjacks. 


Western Boots, an 
Expanding Market 


(CONTINUED FROM PAGE 50) 
of the same leather with the same 
pattern. 

One example of the “family se- 
ries” is a wash-and-wear suede boot 
with a semi-scallop top made by 
John A. Frye Shoe Co., Inc. This 
series has a gold sunburst stitch on 
the top and a gold medallion stitch 
on the toe. 

Boot colors this year vary widely 
but black and shades of brown con- 
tinue to predominate in the men’s 
and children’s lines. Some of the 
top manufacturers are promoting 
all-white boots to capture the women 
with western yens. Women will also 
be wearing the all-black boots. 

The Belle Eagle, a lightweight, 
all-purpose white boot with a gold 
eagle underlay, was designed by 
Acme Boot Company, Inc. for the 
women. 

White and colored panels on black 
and dark brown boots are also part 
of the current men’s offerings. One 


example of this is a Frye stovepipe 
top boot which is black and has 
white side panels. It is trimmed with 
a red and gold stitch and gold pip- 
ing. The Acme Shotgun has panels 
of contrasting colors on its 14 inch 
stovepipe top. 

Almost all of the boots for men 
and children have either a brown or 
black vamp. The brilliant hues have 
not been carried below the tops ex- 
cept in some stitching. 

Men’s boots are mostly in the 12 
and 14 inch heights. One firm says 
the 14 inch tops are demanded by 
the younger set. The stovepipe tops 
also mark the men’s boots from the 
women’s boots. Manufacturers say 
the women prefer the scallop top 
boot. Men and women do meet how- 
ever at the semi-scallop. This ap- 
pears to be increasingly popular 
with both sexes. 

The dogger or walking heel is be- 
ing used by most manufacturers in 
place of the high riding heels still 
preferred by the oldtimers. The 
women’s boots, however, still sport 
the 814/8 and 9/8 heels. The pointed 
toe looks like the leader everywhere 
but in children’s boots. Here the 
rounded and the box toes are found. 

There is a growing use of inlays 
and some boots combine inlays and 
fancy stitching. The panels lend 
themselves to the popular vertical 
stitching which makes high men’s 
boots appear higher. 

On their Bronco Longhorn, the 
Texas Boot Company uses a vinyl 
crack-proof underlay. 

Pull up straps are both inside and 
outside on this year’s boots. 

Kangaroo is being used by some 
firms to make a tough but soft boot. 
Nocona Boot Co., Inc., offers ‘The 
Rancher,” a tan kangaroo decorated 
with orange, red and yellow stitch- 
ing. For lightweight comfort H. J. 
Justin & Sons, Inc., is using soft, 
supple baby calf in their 12 inch 
Featherweight. Suede has also found 
a spot in the boot market now that 
it can be processed to resist water. 
The suede dries to its original soft- 
ness after being doused by rain or 
by washing. 

Leather lining is used in almost 
all of the boots offered and many 
feature quilted effects in their tops. 

The manufacturers continue to 
use kid tops with the kip vamps and 
quarters for most of their styles. 

In construction, Nocona is herald- 


Boot and Shoe Recorder 





ing their patented shank construc- 
tion as a boon to comfort. It con- 
sists of an imbedded, ribbed-spring, 
steel shank in a rubber cushion 
which is permanently bonded to the 
insole, vamp and outsole. 

Acme has applied for a patent on 
their Golden Angus pattern. The 
boot is inlaid with gold around the 
face of the steer and on the horns. 
There are contrasting underlays and 
stitching. This boot pattern is being 
promoted with a national advertis- 
ing drive by the firm. 

Wellingtons have grown increas- 
ingly popular with men and boys and 
are picked as good boots to combine 
with jeans. These are offered in 
both leather and crepe soles. The 
heavy crepe sole has been widely 
accepted by working stockmen. 


Teen Clubs 


and Shoe Sales 
(CONTINUED FROM PAGE 54) 


cards to members, inviting them to 
get an autographed picture of the 
star at a pep rally in the Peters 
store parking lot at 3 p. m. of the 
great day. The star is on hand to 
meet the audience and sign the pic- 
tures. The response to the post- 
cards is well over 50 per cent. 

Enthusiasm for the club is run- 
ning high. More than 2700 club 
members have signed up at the 
Porterville store, which is not bad 
for a community with a population 
of 8,000. The members are encour- 
aged to take a hand in the club, 
and they do. Volunteers are con- 
stantly on hand to manage the reg- 
istration in the three stores. A 
high school girl named Donna 
Smith, who is working on her 
aspiraticns to become a reporter, 
signed up about 200 students in 
Delano High School, 30 miles away, 
and wrote a number of articles 
about the club. All of her articles 
have been printed in Tulare County 
newspapers. Total membership runs 
around 3,500. 

The actual shows are presented 
in the Porterville Memorial Thea- 
ter or the Tulare Memorial Audi- 
torium. The Porterville Theater 
has only seating accommodations 
but the Tulare auditorium is avail- 
able for dancing. Each event is 
carefully policed, although there 
has been no hint of a disturbance. 
The show is becoming a _ social 
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highlight and is preceded by a rush 
of club members for shoes suitable 
to the occasion. 

Most of the shows have come 
near holidays, but they are sched- 
uled for once a month. Interest be- 
tween shows is maintained by a 
daily 7 to 9 p. m. dise jockey show 
over the local radio station, KTIP, 
on which records and recording ar- 
tists are discussed and requests are 
played for members. 

The opening performance, a mu- 
sical variety bill headed by Skip 
and Flip, youthful recording stars, 
was held November 23, and showed 


that the promotion had great pos- 
sibilities. A new Year’s Eve show, 
featuring Jimmy Clanton, brought 
in 800 young customers, although 
New Year’s Eve is traditionally a 
“baby sitting night,”’ especially in 
a locality about 150 miles north of 
Los Angeles and 55 miles from 
Bakersfield. The next night 1300 
turned out. Along with the head- 
line performer, local artists are 
presented. A queen is chosen and 
drawing prizes are awarded. 
The shows are produced as bene- 
fits for local charitable organiza- 
(CONTINUED ON PAGE 66) 
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IN STOCK 
Work Shoe—Brown 
#40 Oxford 
#405 High Boot 


Foot problems can affect anyone. You would 
be surprised to know how many shoe stores like 
yours use our Alden-Pedic work shoe to satisfy 
“hard-to-fit" customers who must stay on the job. 
Learn about our Foot Balance program® today. 


A\ Aew-ve pS Cc 


THE KEY TO FOOT-BALANCE 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 


Custom Boolmakers Since 1884 
BROCKTON, MASSACHUSETTS 





Sovereign 
b 


BASS 


Square toe on a round sole... 
ultimate refinement of the 
Slim Slip-On look of understated elegance . . . 
with newly low-cated decorative stitching. 


This shoe will be nationally advertised in 
SPORTS ILLUSTRATED — March 21, April 11, 
NEW YORKER — April 9 


* 
Featured Shoe: Style 467 or 466 


Sales Come Easily When You Carry 


“TM Res. ators of Weejuns* 
G. H. BASS & CO., Dept. BS3, Wilton, Maine « 614 Marbridge Bldg., N.Y.C. 1, N.Y. 
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Work Shoes Steady 
Sellers for Iowa Store 


THE oldest retail shoe store west of the Mississippi River, 
| Wilson’s Shoe Store, Muscatine, Iowa, can attribute a large 


portion of its success to a complete inventory of work shoes 
in every price range. 

“They’re a standard, reliable item with us,” explains Rich- 
ard Wilson, owner and manager of the store. “We‘re located 
in the middle of a rich farm belt and have established a 
steady clientele in work shoes.” 

Richard Wilson is the third generation of his family to 
operate the store. He is serving the descendants of customers 
who purchased shoes from his grandfather and his father. 

The store was originally established as Stewart’s Shoe 
Store, at the same location, in 1854. Wilson’s grandfather 
purchased the store in 1874 and the Wilson family has 
operated it since then. 

Richard Wilson has been working at the store since 1928. 
He virtually grew up with the shoe business. 

Last year he was winner of a new automobile in a national 
sales contest sponsored by Wolverine shoes. 

The store carries shoes in every price range, but Wilson 
emphasizes to customers the advantages of quality merchan- 
lise. 

“Whenever possible we try to trade the customer up into 
a better shoe,” he explained. “He'll receive more value for 
lis money and be a more satisfied customer.” 

Nevertheless, the store does carry low-priced merchandise 
in work shoes, primarily as leaders. Some customers can 
only spend a small amount because of financial conditions. 
But these customers are in a minority at the Iowa store. 

“Most customers will take our advice on what shoe to 
buy,” Wilson added. “They know that quality and comfort 
can only come in a higher priced shoe. And no person wants 
to work in uncomfortable shoes.” 

Trading up is accomplished by showing the customer the 
next higher priced shoe and by comparing the specific 
features. 

“We also do a relatively heavy business in boots,” Wilson 
states. “The Wellington boot is very popular with the 
younger men in this area, along with engineer’s boots. This 
is all higher priced business.” 

The store stocks a complete inventory of boots in all price 
ranges and sizes and has gained a reputation as headquarters 
for the younger men of the community when it comes to 
rugged footwear. 

Another fast-selling item with Wilson’s is cowboy boots. 
Many of the farmers in the area still own and raise horses 
and there are a number of bridle clubs. Most of these people 
are receptive to higher priced, heavily styled cowboy boots. 

“Insulated footwear has also gained favor in this area,” 
Wilson says. “We have some pretty rough winters, and farm- 
ers, who have to do their chores regardless of weather condi- 
lions, appreciate the added comfort of insulated boots and 
shoes.” 

Insulated footwear has also gained heavy response from 


| sportsmen. Duck hunting is a favorite pastime and swampy 
| marshlands call for adequate foot protection. 


Wilson’s Shoe Store promotes work shoes heavily in both 
the spring and fall through newspaper and radio advertising. 

“We like gimmick-type promotions,” Wilson explains, “any- 
thing out of the ordinary that will attract attention.” 

Work shoes constitute a regular portion of the firm’s window 
display merchandise, taking approximately 20 per cent of 
window space. 
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Although the shoes do not carry price tags when displayed 
in the window, all shoes in the in-store displays are tagged. 
Shoes displayed in the window are changed frequently, with 
seasonal themes. 

The work shoe section is located in the rear of the store. 
where all styles are featured in a five foot display case. 


Your best salesman 
is a child’s eyes... 


“I believe work shoe customers prefer a quiet location,” | 


explains Wilson. “We do a large business in ladies’ shoes. 
Men are hesitant about sitting down in front for fitting.” 


Work shoes are purchased from three manufacturers, giving | 


Wilson a complete selection in every price range and style. 
Sizes carried are from A to EEEEE. 

Wilson’s handles charge accounts and also has open account 
billing. “But only a small portion of our work shoe business 
is charge,” he adds. “Most male customers are used to paying 
cash and they’re not frequent users of our charge system.” 

As to work shoes in general, Mr. Wilson feels the trend in 
consumer buying is for many men to purchase boots or work 
shoes for their second pair of shoes. 


We are indebted to the Credit Census Bureau in Minne- | 


apolis for a bit of doggerel which they have had printed up, 
and given to clients who are plagued with non-payers. It 
follows: 
Dear 
How do you do? 
overdue. Some never do. 


Some pay when due. Some pay when 
How do YOU do? 
Cordially, 
® 
A large general store in Indiana has discovered an inter- 
esting bit of psychology about the “deadbeat.” He hates to 
see a mistake in a bill, even one he has no intention of pay- 


ing. The store uses a “mistake” method when all other forms | 


of persuasion have previously failed. They then bill the 
recalcitrant for a larger amount than is actually due. It usu- 


the first time she sees 
a pair of 


®) 


ally brings an angry protest about the “mistake,” and in | 
about one case out of five, a check for the correct amount. | 


Lightweight Overshoe 


The U. S. Rubber Co. has introduced The "Pak-A-Way," a 
new, lightweight, flexible men's overshoe. The secret of 
its comfort is a special feature — a deeply corrugated 
pliable shank that stretches so the overshoe is comfort- 
able on any type of shoe. It's easy to put on and 
take off because it's flexible. It's also easy to take home 
when the rain is over because it folds compactly into 
brief case, coat pocket or car glove compartment. “Pak- 
A-Ways" are made of a new, rich amber translucent ma- 
terial developed by U. S. Rubber for this masculine looking 
overshoe with tough anti-skid sole. They're tear resistant, 
durable, washable, and won't rip or crack. Available in 
four sizes for shoes from 5 through 13. The price is $3.50, 
with a carrying case available at extra cost. 
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“A-JUSTA-BOOT” Slippers 


And mothers will be overjoyed to see the first excit- 
ing slippers designed to fit comfortably over pajama 
sleepers, too. SNUGGINS “A-Justa-Boots” snap open 
wide, then snap. back and hold the foot securely in 
place. Terrycloth “A-Justa-Boots” come in a wide 
range of merry colors and styles to delight every 
moppet’s whims, every mother’s tastes. 


Style #570 — with jingling bell and perky tie cord ornament, 
crepe outsole, sizes 4-10. Packed in an attractive display box 
(36 boxes to a case—assorted colors) —to retail for about $1.98. 


Write for more information about our exciting NEW LINE to: 
NOHEL Manufacturing Corp., 50 ALEPPO St. 
PROVIDENCE, RHODE ISLAND 





Teen Clubs 
and Shoe Sales 


(CONTINUED FROM PAGE 63) 
tions. The first two were for a 
local hospital, others will be for 
PTA’s and similar groups. There 
are many advantages to be had by 
that type of arrangement. News- 
papers assist with publicity more 
readily than for a purely business 
venture. The benefited organiza- 
tion helps promote the affair and 
sells tickets, and the rent for the 
building is scaled down to benefit 
rates. 

In the case of the Trio-Wesboro 
Teen Club, Bob Reisig picks up the 
tab for any advance costs and ad- 
vertising, then is reimbursed. The 
beneficiary organization gets the 
profit. The advertising is kept to 
club activities and no mention of 
the Peters stores is made. All shoe 
advertising is done separately on 
the store’s normal advertising 
budget. So far, all of the shows 
have ended up in the black. 

The value of the program has al- 
ready shown up on the Peters Shoe 
Stores’ books. Business advanced 
20 per cent in 1959 over the same 
period of 1958, and during January, 
1960, sales were 50 per cent above 
the previous January. The club has 
increased traffic in the store many 
times over the normal pattern as a 
result of club registrations and the 
autograph sessions. 

Young people of Porterville are 
taking a greater interest in their 
clothing, starting with shoes. 

The good will value is tremen- 
dous, according to Bob Reisig. The 
teenage group is “discovering” the 
store. They appreciate the efforts 
to bring them the kind of entertain- 
ment they like and are developing 
habit patterns of buying that will 
stay with them when they marry 
and have children, who will also 
need shoes. 

Adults also appreciate the shows 

good, constructive outlets for 
youthful energies. Incidentally, psy- 
chologists have told Reisig that an 
opportunity to scream and get ex- 
cited about something is one of the 
best things that can be provided 
for youngsters. Even the elderly 
have a good word for the teen club. 
One day a lady of about 65 told 
Reisig he is doing a good job for 
the community. 


as 
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Bob Reisig himself is becoming 
somewhat of a celebrity in his home 
community. Teenagers greet him on 
the street, in the store, and at the 
shows, but always with respect. He 
is “Mr. Reisig’” to them. He re- 
turns the respect in full measure 
with a firm conviction that the 
young people of the country are 
loyal, strong and very enthusiastic. 
As the father of five children, three 
in the teen category, he also finds 
himself somewhat of a hero at 
home, being the man who brings 
the big stars to Porterville. 

Chief value of the program is its 
repetition, Reisig said, as soon as 
he could take time off from his 
busy sales floor. As a 25-year vet- 
eran of the shoe business as man- 
ager and owner, he says the teen 
club promotion is the best he has 
ever tried, and he has tried them 
all, including a road show with the 
late giant, Robert Wadlow. The 
club, once launched, is creating its 
own momentum, and is supplement- 
ing promotions behind children’s 
shoes. 

The future of the teen club can 
be national, Reisig declared. Bob 
Smock, general manager of the Pe- 
ters Shoe Manufacturing Company 


and a director of International 
Shoes, and Charles A. Mueller, as- 
sistant advertising director of In- 
ternational, visited one of the 
shows and absorbed much of the 
general enthusiasm. The shoe com- 
panies have scheduled discussions 
with theatrical agencies for a con- 
tinuous flow of performers. 

There are numerous possibilities 
for improvement in several fields 
through the teen club program on 
a national basis, Reisig explained. 
The clothing industry in general 
can benefit by fostering a trend 
away from the present ultra-casual 
attire favored by the teenagers. 

Chances of the teen club becom- 
ing national are very favorable. 
Similar organizations are also ac- 
tive in Salinas, Santa Cruz and San 
Jose, in the San Francisco area, 
where they were launched by Bill 
Sutton, the former disc jockey, who 
retired from radio to become a 
Trio-Wesboro shoe dealer. Sutton 
has been instrumental in obtaining 
recording artists for the clubs. 
When he started the movement, he 
envisioned a network of teen clubs 
that could bring teenage favorites 
to every town in the country. 





Yes, Young Man, She 


THE WEISS and Neuman Shoe 
Co., St. Louis, Mo., shoe chain, used 
the cartoon shown effectively in a 
campaign against mismate pairs. 
The cartoon was drawn by Weiss 
and Neuman employees Doris Flynn 
and Jane Uptain. It appeared in the 
company house organ with the fol- 
lowing text: 

Our bins in the warehouse prove 
that every now and then we do do 
the customer a grave dis-service by 
selling her a pair of shoes that “is 
not a pair!” 

We’re lucky that THIS lady came 
back to complain ... many customers 
who are so ill-served are likely to 
write it off to “loss and error” and 
never darken our doorsteps again 
. . . just tell their friends of their 
sad experience. 

That poor pinched left foot that 
is wearing the smaller misfit need 
never have hurt if the salesman had 
been alert to check his shoes when 
he took them to the counter. Or if 
the counter girl had checked, as she 
should always do, before wrapping 


Did Buy Them Here! 


SARKERS S Woe STORE 
LATEST — STYLES 
T T 








"YOU sovo rwem tome!" 











the shoes. 

The odd sizes left in stock should 
never have become a total loss to 
the firm if our regular procedure 
had been followed. That’s another 
thought .. . if each of our pair of 
shoes ... which had to be paid for 

. can’t be sold, where does the 
money come from to pay salaries, 
rent etc. etc. ? ? ? ? How are you 
treating your company when you let 
misfits .. . mismates ... get out? 
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Fluctuating Weather 
Helps Miami Stores 


MIAMI — Fluctuating hot, cold 
and mild Miami weather is con- 
fusing the shoe customers. They 
are buying everything from spec- 
tators to black patents and from 
leathers to pastel formal and in- 
formal sandals. 

Spectators are selling in brown 
and white, black and white and 
blue and white. Some yellow and 
white and light blue and white are 
also selling. Women are picking 
the closed toe and heel. 

Flats have been good in casuals 
and the opened up Italian-type san- 
dals have been fairly strong, re- 
ports a Boulevard department store. 


Promote Capezios — One down- 
town store promoted skimmers. 
They sold well to teenagers when 
the schools closed for a teacher 
conference. 

Handmade European shoes with 
multi-colored laces on white calf 
were surprisingly strong sellers. 
White leathers and lustres in all 
colors were selling well. Beige, 
white, blue and pink were leading 
the color parade. Saladon green is 
gaining popularity. 

Open shoes in the $10.99-$12.99 
range are gaining, said a down- 
town department store buyer. Black 
patent is still good and bone in 
calfskin picked up. Few pastels 
were selling and considerable in- 
terest is shown in the $12.99 
French heel. 


Bone Is Tops—A popular priced 
store said bone in leather was 
their best seller. Black patent, 
faille and satin were also pretty 
strong. The buyer said gold failed 
to meet expectations. 

Pastel sandals in blue, pink and 
bone were tops at a Beach store 
which used the newspapers for a 
special promotion. 

Another Beach store said white 
was coming on strong as Easter 
approached. 

Casual shoes for women imported 
from Italy were reported selling well 
in a variety of colors at a new store 
on Miami Beach. 
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St. Louis Shops Push Bone Pumps 


ST. LOUIS—The February pace 
of St. Louis shoe selling started 
slowly and picked up momentum as 
the month progressed. 

The last two weeks saw the end 
of clearances for most outlets. Some 
department stores moved the tag 
ends of women’s dressy high style 
pairs downstairs to basement de- 
partments for last ditch stands. 
Some men’s inventories are high, 
but they are in excellent shape at 
most of the family type county 
stores. Children’s stocks are clear. 

Women’s bone pumps, variously 
called beeswax, honey, cream, wheat 
and the like, are getting top atten- 
tion in all promotion efforts. Pro- 
motions include advertising and 
window and counter displays. Bone 
is selling very well in dressy and 
tailored patterns. County depart- 
ment store branches and chains rate 
bone sales ahead of patent. 


Spectators Move — Fashion is 
“out in the open” at one large store 
where black patent open-toe, open- 
heel sandalized types are moving 
steadily in all price ranges. Some 
navy calf pumps, mostly closed and 
conservative types, are being picked 
up by the women. Sales of stacked 
heel spectators, white in combina- 
tion, are listed as fair to excellent 
everywhere. Volume is moving 
ahead daily. 





Shoe Retail Sales Rose 5% 


In 1959, Government Says 


NEW YORK—Total retail sales of 
U. S. shoe stores during 1959 were 
up 5 per cent from the previous 
year, the Census Bureau reported 
last month. Sales exceeded $2.3 bil- 
lion. 

Nevertheless, the increase was 
smaller than that for retail trade 
as a whole. Total sales of all re- 
tail stores in the U. S. rose 8 per 
cent over 1958 levels to a record 
high of $215.4 billion. 

During 1959, sales of shoe chains 
increased faster than those of other 
retailers. Total sales of shoe retail 
firms operating 11 or more units 
reached $937 million, an increase 
of 10 per cent over 1958. 


Women’s soft deerskin casuals 
have been added to the leisure time 
brands of one department store. 
They are rating good attention in 
both cuffed top and fringed tongue 
patterns. 

One store features a reptile and 
calf combination pump on 23/8 heel 
with modified pointed toe. The shoe, 
with coordinated handbags, is 
shown in pale blue, pink and tan, 
along with bone. 

Although some 4500 automobile 
assemblers were laid off in Febru- 
ary, work shoes are pointed to by 
many outlets as unusually active 
for the season. Men’s business in 
general continues sluggish. The 
first black and white summer pairs 
for men showed up in a downtown 
window. The high-tongue slipon 
used washable white suede com- 
bined with black smooth. The dressy 
casual was displayed against a natty 
black and white pin-check suit. 


Promote Bootniks— Under the 
caption “Bootniks,” a men’s store 
promoted several patterns of high- 
cut casuals. Many had buckle and 
strap closures. Men’s pattern news 
for spring includes deep collars of 
contrasting leather matching the 
plug on moc-toe four eyelet ties. 
Built-in shine leathers took top spot 
in one store’s displays. Men’s deal- 
ers say lightweight oxfords in an- 
tiqued or shadowed browns can 
probably be listed as best sellers 
now. 

One major children’s buyer lauds 
the practicality and sales appeal of 
washable suede three-eyelet oxfords 
just coming in for all-age girls for 
spring. The “puddlers” come in 
faded blue, dirty buck, gray, white 
and red with matching crepe soles. 
They should find good acceptance 
for both school and play, the spokes- 
man feels. The boys’ counterpart, 
water repellent brushed pigskin in 
gray or dirty buck, is already an 
active seller. 

At last St. Louis teenagers are 
“going with” squash heels. A slug- 
gish seller for the past three sea- 
sons, the squash-heeled pairs are 
now gaining favor, report teen de- 
partments and chains. 
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Los Angeles Business Is Good 


LOS ANGELES—Retailers report 
business quite good with very little 
change over what it has been for 
the past two or three weeks. They 
look forward to a good season once 
advertising and promotional work 
leads the public into the stores for 
spring merchandise. 

Some retailers still have mid- 
winter and half-year sales signs in 
their windows for medium to less 
expensive types of footwear. 


Style Shows — Newspapers now 
carry half and quarter page ads 


Mild Winter Weather 
Helps Baltimore Sales 


BALTIMORE — Balmy winter 
weather left most shoe stores here 
with a large oversupply of galoshes, 
boots, rubbers and other wet winter 
wear. There has been almost no 
snow and relatively few sub-freez- 
ing days. 

The mild winds attracted shop- 
ping crowds in a buying mood 
downtown and to the suburban 
shopping centers. As a result, shoe 
dealers believe last month’s figures 
were higher than for February 
1959. 


Sales Are Up—Department store 
shoe buyers say sales figures dur- 
ing the first two months of 1960 
were up a few points over last year. 

Everyone agrees that the Easter 
sales record will be the real test on 
which to base expectations for the 
rest of this year. The feeling is 
that the late Easter should lead to 
fine spring sales if good weather 
holds out. 


Boots Sell Well—The only unus- 
ual men’s wear trend is the Chuk- 
kar boot sales strength and the 
strength of other high-topped boots 
and shoes suitable for wear at out- 
door sporting events. 

Most outlets say slipons are sell- 
ing better than they ever sold. One 
store is carrying 30 different styles 
in all sizes. 

In women’s shoe fashions patent 
leather, red, bone and navy blue 
pumps are doing well at better 
stores. 
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for new styles. Larger department 
stores are putting on spring style 
shows and introducing new shoes 
as well as new clothing. 

One store stressed the “toe hold,” 
an invisible, thread-thin thong that 
eliminates the back- flapping and 
strap-slipping of sandal - heeled 
shoes, at their show. 

Silks like peau de soie or silk 
pesante are featured fabrics at the 
same store along with black and 
dyeable white silks and a few gold 
shadowed metallics. The latter have 
a pink rose woven into each toe. 


Pumps Predominate — The pre- 
dominate style at the showing was 
the pointed toe, thin-heeled pump. 
Some were designed with contrast 
trims and cutouts or the deep V 
throat lines. 

Italian imported sandals styled 
with tiny heels or practically no 
heels at all are getting a run pub- 
licity-wise. These are made up in 
ring straps, lattice straps and tri- 
straps. Sandals are mostly calf in 
white, tan, bone and black. 

Featured in men’s styles by one 
store is a high-tongue slipon with 
reverse seam moc toe in black cash- 
mere or brown perfecto calf with 
leather sole and rubber heel. 


Boston Merchants Change 


Shoe Promotion Emphasis 


BOSTON — Retailers switched 
emphasis from light colored south- 
ern vacation footwear to darker 
shades for early spring wear in the 
north in February. 

The switch produced no marked 
increase in sales. Business was de- 
scribed as ‘‘quiet.” 

The weather, late Easter, flu and 
virus, and even the downward trend 
of New York Stock Exchange prices 
were blamed for the slow business. 

Featured in the stores were calf 
shoes with pancake stacked heels 
in black, navy, briar or gabardine 
over a tapered square toe last and 
also calf walking pumps. One of 
the pumps was ornamented with 
leather lacing and came in black, 
grey, blue or bone. The other had 
a fold-over toe and tongue pattern. 
It came in brown, black or blue. 


Detroit Retailers See 
Busy Selling Season 


DETROIT — The favorable re- 
sponse to advance spring promo- 
tions is leading Detroit retailers to 
predict an especially busy selling 
season ahead. 

The selling picture has fluctuated 
with the weather but the overall 
outlook is bright. Most retailers 
report sales equal to, or ahead of, 
the same period last year. 

Black patent is being heavily pro- 
moted and sold in volume. A large 
outlet, with shoe salons in four 
stores, reports exceptional success 
with an iridescent patent. 

Customers are also showing in- 
terest in dress shoes of bone calf 
and multi-colored tapestry. 

A low-cut version of last winter’s 
boot shoe is the biggest news in the 
women’s casual line. The slim ab- 
breviated lines look fresh and 
spring-like. Black smooth leather 
leads “nutshell” as color choice for 
this boot. 

There is a marked trend to slip- 
ons for the men in both dress and 
casual wear. 

The bulk of the sales in the chil- 
dren’s shoe departments are on re- 
placement shoes for school wear. 





Smart patent leather is highlighted by 

two gold-tabbed bars on one pump 

while a peau de soie overlay buttoned 

with smoked pearl sets off the second 

patent pump. $28. May-D & F, Denver. 
(4 cols.) 
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New England Makers Milwaukee Reports Slow Ordering 


Note Pricing Problems 


BOSTON—Looking toward next 
fall, New England shoe manufac- 
turers report they are finding it 
difficult to price their lines in view 
of price uncertainty in the leather 
market. 

No one expects a repetition of 
the sharp increase and equally 
sharp decrease which occurred last 
year. But leather prices are defi- 
nitely not stable at a time when 
some manufacturers would like to 
book a limited percentage of ad- 
vance fall business from larger ac- 
counts such as mail order houses, 
chains and large department stores. 
If these manufacturers take orders 
at prices based on current leather 
prices they fear they may be forced 
to pay more by the time they are 
ready to start cutting. There seems 
little likelihood that prices will go 
down. 


Spotty Conditions—In the mean- 
time, current factory conditions 
continue to be spotty. Some com- 
panies have good backlogs of or- 
ders for summer shoes while others 
find it hard to get business beyond 
that which is already on their 
books. 

“Conditions,” commented one 
trade observer, “are not quite as 
rosy as they looked a few weeks 
ago.” 

“Retailers,” said another, “seem 
to think they can wait until Easter 
business is well under way before 
placing orders for whites and the 
light colors which will be good 
throughout the summer.” 


Production Increase—Total 1959 
shoe production in New England 
was 217,216,000 pairs, an increase 
of nine per cent over 1958, the New 
England Shoe and Leather Associa- 
tion announced. This pairage was 
34.4 per cent of national production. 

“Massachusetts,” says NESLA, 
“led the nation with 109,890,000 
pairs, an increase of 12 per cent 
over a year ago.” Maine showed an 
increase of 4 per cent with a total 
production of 51,781,000 pairs and 
New Hampshire showed a 12 per 
cent gain with a total output of 
46,919,000 pairs. 
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MILWAUKEE — Manufacturers 
report “little to shout about” thus 
far in the new year. Business is 
good, but slightly under expecta- 
tions. 

Many retailers, according to a 
factory spokesman, may be waiting 
to observe the trend of prices in 
the next few months. Retail in- 
ventories are said to be lean in 
most sections of the country. But 
dealers appear loath to anticipate 
their needs very far in advance. 


Slow Mail Orders—Mail orders 
are still not arriving in sufficient 
volume to earn smiles from sales 
department heads. “Where our 
salesmen are out in the territories 
making their calls they manage to 
write gratifying orders,” explained 
one top executive. “But our write- 
in business still has us slightly 
worried. We have no reason to 
feel, though, that the mail orders 
won’t begin to show sharp improve- 
ment before long.” 

Factory production is at a full 
level, in most plants. Management 
reports, however, that absenteeism 
has plagued many shoe factories 
here this winter. The sick list has 
been a crowded one. Production in 
some factories has been spotty re- 





Factories on West Coast 
Report Excellent Orders 


LOS ANGELES—Manufacturers’ 
reports of excellent orders give 
promise of a good spring season in 
the Los Angeles area. 

In spite of inclement weather, 
spring orders are being shipped and 
retailers have begun their first 
spring newspaper advertising cam- 
paigns. If the weather clears early, 
business should start sooner. Pro- 
ducers also feel the late Easter will 
extend the winter season somewhat. 

The most notable problem of West 
Coast manufacturers in recent weeks 
has been the absenteeism of the 
workers. In addition to the usual 
colds and minor ills that accompany 
the miserable weather of the season, 
the Coast has had an epidemic wave 
of flu. The epidemic has caused 
quite a drain on production. 


cently due to the absence of workers. 


The worst snowstorm to arrive 
here in 13 years didn’t help the 
situation. Production and retail 
activity came to a near halt during 
most of the week prior to Valen- 
tine’s Day because of a crippling 
18 inch snowfall. 


Strike Effects— The report on 
work shoes is still not very en- 
couraging. Work shoe producers 
here claim their volume has still 
not .recuperated from the steel 
strike layoffs. 

On the men’s shoe style front, 
producers report little excitement. 
It should be a typical fall season, 
they claim, with the emphasis again 
on the dark brown tones. 

Fall shoe prices are expected to 
hold firm despite all reports of a 
softening leather market. 


St. Louis Producers 
Expect High Re-orders 


ST. LOUIS — Spring shipments 
are up a few percentage points over 
the same weeks last year and St. 
Louis area shoe manufacturers con- 
tinue high level production. 

Some basic and initial orders 
were down but producers say the 
re-order and mail order business for 
the next two months should reach 
a record high if Easter retail activ- 
ity is anywhere near expectations. 

A spokesman for International 
Shoe Company said that firm’s ship- 
ments are completely back on sched- 
ule. Deliveries were on a limited 
basis during a one-week strike of 
600 warehouse employees. Super- 
visory personnel handled some de- 
liveries during the strike. 

The 600 warehouse employees lost 
a week’s pay in the strike and the 
grievance, called “minor” by ISCO 
officials, went into the hands of an 
arbitrator. ISCO spokesmen say the 
strike could have been settled with- 
out the strike call. 

Manufacturers felt the walkout 
during this season could have had 
widespread ramifications if it had 
lasted more than a week. 
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Workshop Topics Set for St. Louis Market 


ST. LOUIS—“The Men’s Market 
—How Can It Be Revived?” will 
be the subject of one of six market 
workshops to be held at the Shoe 
Market of America in St. Louis, 
May 1-4. 

Charles Arend, general chairman 
of the 1960 fall showing, has an- 
nounced that the workshop discus- 
sions will each be led by four rep- 
resentative retailers to be selected 
on a nationwide basis. 

Besides the panel on the men’s 
market, the workshops will cover 
“Merchandising the Family Shoe 
Store”; “Capturing America’s Big- 
gest Market—Children and Teen- 
agers’; “How Can the Independent 
Compete Successfully With the 
Chains?”; “Multiply Profits, Not 
Just Stores,” and “Advertising and 
Display—Key to Additional Dollars 
for the Retailer.” 


Producer’s Viewpoint Available 
—At each session, one or two man- 
ufacturers will be on hand to an- 
swer any retailer questions which 
require a producer’s point of view. 

The workshops will be held at 


the Hotel Statler, three on Sunday 
evening, May 1, and three on Mon- 
day, May 2. Attendance at each 
will be limited to 50 retailers, with 
reservations accepted on a “first- 
come” basis. Tickets, priced at $5, 
cover cocktails at 6:30 p.m., dinner 
at 7 p.m., and participation in the 
workshop. 

Mr. Arend said retailers should 
send reservation requests to Arthur 
Gale, executive secretary, St. Louis 
Shoe Manufacturers Association, 
1221 Locust St., St. Louis, Mo. 


Exchange of Ideas—Mr. Arend 
added, “These sessions are con- 
ducted by and for retailers. They 
are designed to encourage a free 
and easy exchange of ideas. Retail- 
ers are looking for information 
which will help them sell the shoes 
they buy, and they need a forum 
where they can meet and broaden 
their knowledge of merchandising 
and marketing techniques. 

“Our panelists will not be ‘theo- 
rists’,” Mr. Arend pointed out. 
“Each will be a successful operator 
in the particular phase of the busi- 
ness he will be discussing.” 





I..S. Stresses Growth Potential in Teen Market 


BOSTON—“Phenomenal growth” 
of the teenage market as a fashion 
factor in the past five years offers 
the industry its most promising op- 
portunity for expansion during the 
1960s, Independent Shoemen has 
told its members. 

Independent retailers in particu- 
lar are in the best position to take 
advantage of this sales opportunity, 
I. S. said, provided they continue to 
use the “built-in” advantages that 
have endeared them to teenagers. 


Booklet Tells How — The latest 
issue in the organization’s “Opera- 
tional Know-How” series is entitled 
“How to Sell the Teenage Market.” 

Frank T. Underhill, executive di- 
rector of Independent Shoemen, 
stressed the “three prime factors” 
in a good teenage program for the 
independent retailer: (1) Initial 
Promotion, which includes adver- 
tising in school papers, and local 
community projects; (2) Actual 
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Selling, with a separate department 
devoted to teenage styles, and (3) 
Follow-Up, “a much - neglected 
phase of keeping teen customers 
faithful to a store which caters to 
their needs.” 


Teenager Will Travel—tThe I. S. 
booklet de-emphasizes location—for 
instance, nearness to a school—as 
a prime necessity in reaching the 
teenage market. 

Mr. Underhill also noted, ‘The 
recent trend to organize fashion 
clubs or style juries among teen- 
agers is only one of many possibili- 
ties in reaching the teen market. 
The teenager is just as fashion- 
conscious as her mother today—but 
she wants her fashions to be her 
own.” 

In a companion booklet addressed 
to shoe travelers, the association 
advises the manufacturer’s repre- 
sentative to set the pace in helping 
retailers develop the teen market. 


The girl who's off the beaten track can 
find her way in this unique pump with 
fancifully curved heel—complete with 
real compass that always points north. 
The shoe, by Albanese of Rome, also has 
compass design on the white leather. 





Chain Sales for January 
Rise 14% over 1959 Level 


THE nation’s major shoe chains 
are continuing their upward sales 
trend in the new year. For January, 
composite sales of six leading chains 
showed a 14.2 per cent increase over 
the same month of 1959. 

The total for the month reached 
$34.3 million compared with $30 
million in 1959. Setting the pace 
was G. R. Kinney with a 23.9 per 
cent increase. 

The other five chains all showed 
gains as follows: National Shoes, 
17.2 per cent; Melville, 16.1; Edison 
Brothers, 11.31; Shoe Corporation 
of America, 11.30, and A. S. Beck, 
9.9. 


Thayer McNeil Sets Opening 


BOSTON — The Thayer McNeil 
Company here has announced com- 
pletion of plans to open a new store 
in Chicago on or about April 1. 
Men’s and women’s lines will be 
similar to those carried in the 
Thayer McNeil store recently 
opened at 350 Boylston St., Boston. 

In Chicago, the Greater North 
Michigan Avenue Association said 
the new store will be at 622 N. 
Michigan Ave., on the corner of 
Ontario St. 
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250 Attend Inaugural Ball 


Of Baltimore Shoe Club 


BALTIMORE—No speeches inter- 
rupted the Annual Inaugural Ball of 
the Baltimore Shoe Club, held Feb- 
ruary 7 in conjunction with the As- 
sociated Shoe Travelers of Balti- 
more. This is an annual affair at 
which members of the two clubs join 
for a strictly social evening. 

Gilbert Katz of P. H. Volk Com- 
pany, president of the Shoe Club, 
welcomed members and guests briefly 
but the only business transacted was 
the introduction of the newly elected 
officers of both organizations. The 
rest of the evening was given over 
to a full-course dinner and dancing. 
There was also an unusual floor 
show by talented young singers and 
dancers from the Baltimore Theatre 
Group. 

In the course of the evening, Da- 
vid Trager, retiring president of the 
Baltimore Shoe Club, was presented 
with a television set as a token of 
the club’s appreciation for his ser- 
vices. 

About 250 members of the two 
clubs attended the ball. 


pride 
in each 
other’s 


Stix, Baer Windows Herald Spring Styles 


ST. LOUIS—Stix, Baer & Fuller 
department store here fanfared its 
spring push on women’s footwear 
by unveiling four special windows 
devoted to spring patterns. 

“Shoes That Key the Costume” 
was used as the theme for all four 
displays along busy Washington 
Avenue. 

One featured the late day look 
and used a mannikin in a waltz- 
length formal together with the 
after-dark shoes. There were plain 
closed pumps in gold kid; red me- 
tallic formal slippers; bone pumps, 
closed, with jeweled nailhead trim; 
plain black suede pumps with large 
rhinestone bows; and an open-toe, 
open-back sling of black silk and 
vinyl in combination. Oversized 
cocktail glasses accessorized the 
window. 


Shoes for the Home—The man- 
nikin in the at-home display wore 
high wedge barebacks of gold kid 
with her exotic printed lounge 
pants and blouse. Shoes in the 
window included two gold thong 
patterns, black patent leather skim- 


Vat-Cork 


... 80 light, 


so flexible, 


company 


so resilient, 


you can roll it up 


... right in the palm 


of your hand. 


Milwaukee Shoe Co. 


#7026 


#7790 (Oxford model) 
#6017 (Boys’ sizes 1-6, 


without cushion 
insole) 


e Goodyear welt, russet elk, 
plain toe blucher 


e Twill-lined vamp, steel 
shank, cushion insole 


Vul-Cork sole 


VUL-CORK DIVISION, CAMBRIDGE RUBBER CO., TANEYTOWN, MARYLAND 
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mers, jeweled black velvet slippers, 
and white lustre kid pancake flats 
with jewel trim. 

“Shoes That Key the Costume— 
The Real Country Look” featured 
low wedge patterns, 8/8 heeled ties, 
and red and white moc-toe casuals 
to coordinate with the mannikin’s 
plaid skirt and sweater. A wheel- 
barrow and flower pots were used 
as window accessories. 


“City-to-Country Look” — The 
final window played up the city-to- 
country look by posing a mannikin 
against an antique shop back- 
ground complete with old urns, 
replicas of ruby glass and the like. 
The mannikin wore a spring coat of 
black and white tweed, with perfed 
black calf town walking shoes, and 
carried a walking stick. 

Surrounding her were typical 
patterns of city-to-country spring 
shoes. They included grayed green 
napped leather pumps on 15/8 
heels, bone pumps in several styles, 
black patent pumps, and one pair 
of navy blue dressmaker pumps 
trimmed with red calf. 


MILWAUKEE 
KING 
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Innes Demonstrates Faith in Downtown 


Spacious and airy entryway of expanded men's department at Innes’ downtown 
Los Angeles store gives inviting look. Men can enter directly from street. 


By NORMAN PHILLIPS 


LOS ANGELES — Innes Shoe 
Company’s abiding confidence in 
the future of downtown shopping 
is expressed anew in the expanded, 
refurbished men’s department 
which the company has opened in 
its downtown Los Angeles store. 

Bruce Allbright, president of the 
firm, said the enlargement was re- 
quired by demand for larger in- 
ventories of men’s shoes and acces- 
sories. 


Follows 1957 Project—The cur- 
rent expansion is a follow-up on a 
general remodeling in 1957. The 
earlier project was one of the first 
attempts at face-lifting the some- 
what decadent shopping district of 
downtown Los Angeles. At the 
time this proved to be a smart busi- 
ness move by the then president of 
Innes, the late Paul Seigel. As a 
result other downtown merchants 
have since given their own spots a 
refurbishing. 

With the current project com- 
pleted at Innes’ store, men’s shoe 
manager Tony Helweck sees noth- 
ing but good times ahead. When 
plans were drawn for the expan- 
sion, the Innes hierarchy hoped it 
would bring a 20 per cent increase 
over last year’s business. They 
concluded that this was just about 
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how much it would take to justify 
the expenditure. 


High Hopes—Now Mr. Helweck 
is confident that he can show a 25 
per cent gain. 

In the first place, he explains, 
the store has an excellent location 
amid a group of higher-price shops 
and specialty houses. Secondly, the 
location at 436 West Seventh St. is 
on a corner, and the men’s division 
has its own outside entrance. 

Incorporated in the men’s section 
is a large, well stocked gift bar. It 
features a full line of impulse mer- 
chandise such as belts, wallets, per- 
fume, jewelry and shoe trees. 

Innes is a retail division of Gen- 
esco, Inc. 

o * . 

Pic-Way Self Serve Shoe Marts, 
which opened its first Columbus, O., 
store 19 months ago, has added an- 
other at 4380 E. Main St. Both are 
open daily including Sunday from 
9 to 9. Gerald Marsh manages the 
new store. 

* e - 

A Red Cross store has been 
opened in Orlando, Fla., by Stanley 
J. Becker and Edward M. Baum- 
garten, who have been in the shoe 
business in Orlando for 35 years. 
Manager is Konrad Damm, for- 
merly of Providence, R. I. 


After the Strike, Optimism: 


Traffic Down, Orders 
Up at Pittsburgh Show 


PITTSBURGH — Despite treach- 
erous driving conditions on the 
show’s first day—and a 10 per cent 
drop in attendance compared with 
a year before—the Pennsylvania 
Shoe Travelers’ summer show re- 
sulted in larger orders than at any 
previous February show here. 

In terms of both the size and the 
number of orders written, the 
show was declared a_ success. 
Men’s dress and work shoe, wo- 
men’s and children’s lines all re- 
ported good business, although 75 
per cent of the shoes displayed 
were women’s lines. 

The weather cleared on Monday 
and Tuesday, and registration on 
those days matched the Sunday 
figure. In the Pittsburgh area, re- 
tailers’ stocks have been low as a 
result of the prolonged steel strike. 
With that obstacle out of the way, 
optimism reigns. Retailers at the 
show placed substantial orders for 
Easter and early summer selling. 
They were looking ahead to a sig- 
nificant increase .in business. 


Strength in Whites—White shoes 
moved exceptionally well in wo- 
men’s lines at the show, with 
double needle vamps predominant. 
Open shoes were extremely strong, 
especially slings and halters. There 
was some activity in Spring-o-la- 
tors. 

Lustre leathers were popular al- 
though the smooth calf leathers 
were still the big factor. Stacked 
heels and spectators moved well. 

Stronger than ever was casual 
footwear—locally all signs point to 
the biggest season yet for this type 
of footwear. 

Natural, white and black straws 
were being bought strongly by 
most merchants. This summer 
promises to be a profitable season 
for local shoe retailers, for most 
stores were caught short of white 
dress shoes and casuals last year, 
and carryovers were practically nil. 

Most merchants at the show 
wanted some white shoes for 
Easter selling. Casuals shoes were 
being ordered for April delivery. 


Soft Casuals for Men—In men’s 
footwear lines, soft cushioned-in- 
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sole casuals were a fast-selling 
item, in fact the biggest summer 
shoes here in many years. Like- 
wise soft, flexible, cushioned un- 
lined dress shoes were popular. 
Nylons proved excellent in three 
eyelets with new pillon nylon in 
the plug. This pattern was the 
only one really selling in mesh. 

Pony and deerskins were big, 
and brushed leathers were good in 
casuals. Smooth leathers showed 
an increase over grains. 

Tapered toes continued to gain, 
but brogues are still in demand in 
Ivy League and college towns. 
Square toes were losing momen- 
tum. 


Low Silhouette Is Volume — 
Handsewns were increasing with 
the new low silhouette showing the 
greatest volume since the high- 
tongue, so-called Italian handsewn 
came in a few years ago. Slipons 
were registering increased impor- 
tance, particularly for the teen- 
ager. 

Black remains the predominant 
color, with dark browns coming 
very close. In men’s shoes the 
deep browns have probably sur- 


passed black, but the great volume 
of black sales for teens keeps black 
on top among males. 

In casuals natural deerskin is 
the No. 1 color, with gray and 
loden green close behind. White 
in washable grains is good, but 
white buck has slipped. Sand or 
dirty buck has slipped consider- 
ably. 

For children, patent straps and 
black oxfords were on top, with 
red oxfords a nearby second. 
Loden green in brushed leathers is 
picking up, and nylon in both 
straps and sport oxfords is still 
very popular. 


Freeman Names Winners 


In Window Display Contest 


BELOIT, WIS.— Freeman Shoe 
Corporatiou has awarded prizes to- 
taling $900 to retailers in its Spice 
Brown window display contest. John 
D. Tobias, vice-president-sales, said 
there were three times as many 
entries as for Freeman’s earlier 
“Coffee Bean” display competition. 

In the recent contest, merchants 
were required to trim a window 


based on Spice Brown, the Freeman 
promotional theme for fall and win- 
ter 1959. They also had to submit 
a glossy photo of the display. Ac- 
cording to Mr. Tobias, prize-winning 
displays ranged from exotic oriental 
and travel scenes to an early Amer- 
ican store theme. 

Receiving first prizes of $100 each 
were Welander Bros., Peoria, IIl.; 
Snyder-Becsey Shoe Company, Tra- 
verse City, Mich.; Family Shoe 
Store, Chariton, Iowa; Beck’s Shoe 
Shop, Salinas, Calif.; Farr’s, Inc., 
Allentown, Pa., and Anderson’s 
Men’s Wear, Gulfport, Miss. 

Winning $50 second prizes were 
Dick Kremer Shoes, Marietta, 0O.; 
George Bros., Rockford, Ill.; Ren- 
berg’s, Tulsa, Okla.; Dobkins Men’s 
Wear, Del Rio, Tex.; C. Sautter’s 
Sons, Inc., New Hartford, N. Y., 
and Damrich Shoe Company, Inc., 
Mobile, Ala. 


Bologna Show Set for March 

BOLOGNA, ITALY—The Nation- 
al Footwear Fashion Show, an an- 
nual spring presentation of Italian- 
manufactured shoes, will be held in 
Bologna March 19 to 27. 








Are you taking advantage of the greatly 
increased interest in RIDING? 
SEND FOR THE COLT CATALOGUE 
DESCRIBING THE OLDEST AND 
LARGEST LINE IN THE RIDING 
FOOT-WEAR FIELD. 





COLT-CROMWELL 


COMPANYS, Lae 


NOW FOR 
IMMEDIATE 
DELIVERY 
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Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 
moulded rubber 

cleated soles. 

Half sizes, 1-10; 
standard widths. 


$3 00 
pair 
: NET 
N F.0.B. Boston 





When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 





SHOES 
Sizes 1-12 
$3.95 

















Athletic Footwear Division 


BERNED SHOE CO. 207 Essex streer, BosTON 10, MASS. 
1 


March |, 1960 


73 











NOW...A New Way 
THIS MONTH 
t FIT SHOES e kl | Michigan Shoe Travelers Club, Summer 
Shoe Fair, Hotel Statler-Hilton, De- 
O eee UIC y seait i mr me. Mork 13-15 


APRIL 


Easil CORRECTLY | Advance Fall Shoe Market beta New 
| England Shoe and Leather Assn. 
rnin y. wig: | Hotels Statler-Hilton and Sheraton- 
Plaza, Boston : April 3-6 
Accounting and Office Management 
Clinic, Western Session, National 
Shoe Manufacturers Assn., Hotel 
Statler-Hilton, St. Louis April 21-22 
Southeastern Shoe Travelers, Inc., Fal! 
Shoe Show, Dinkler Plaza, Henry 
Grady, Peachtree on Peachtree, and 
Piedmont Hotels. Atlanta April 24-27 
The only fitting device that can be set or graded to conform to any lasts. Mountain States Shoe Travelers Assn., 
Fall Shoe Show, Albany Hotel 
Denver April 24-27 
NOTE THESE ADVANTAGES: Guild of Better Shoe Manufacturers, 
Fall Openings, members’ showrooms 


New York : April 25-29 








@ New, modern, up-to-date 
MAY 


. : Shoe Market of America, St. Louis Shoe 
@ Outstanding customer re-action 4 > Manufacturers Assn., Hotels Sher- 

; , ‘ aton - Jefferson, Statler- Hilton and 
a Easy and simple to use . \ Lennox and St. Louis -Merchandise 


‘ " j Mart, St. Louis ; May |-4 
a ed oor entre help gma Northwest Shoe Travelers, Inc., Fal! 


@ A "must" for self serve depts y : Shoe Fair, St. Paul Hotel, St. Paul 
F Minn. ee j May 1-4 
@ Increases profits by saving time 7 } Popular Price Shoe Show of America, 
. / New England Shoe and Leather Assn. 
@ Accepted by leading shoe concerns ff ond VMattenel Asc. of Shee Chain 
a Stores, New Yorker and Sheraton-At- 
ad Fully guaranteed y lantic Hotels and New York Trade 
, Show Building, New York May 1-5 
Tanners’ Council of America, Spring 
Meeting, Broadmoor Hotel, Colorado 
Springs, Colo. ..... May 2-4 
lowa Shoe Travelers’ Assn., Inc., Fal! 
Shoe Show, Fort Des Moines Hotel 
Des Moines, lowa May 7-9 
Pacific Northwest Shoe Travelers, Fall 
Shoe Show, New Washington and 
Stewart Hotels, Seattle, Wash. May 7-10 
Ohio Shoe Travelers Club, Fal! Shoe 
Fair, Deshler-Hilton Hotel, Columbus 
ite 2... ee _.May 8-10 
Southwestern Shoe Travelers Assn., Inc., 
: Fall Shoe Fair, Adolphus, Baker, 
Md tome Southland and Statler-Hilton Hotels, 
British Patent Dallas May 
No. 679.379 | Indiana Shoe Travelers’ Assn., Inc., 
Indiana Fall Shoe Fair, Claypool 


@ Better fitting in less time 


Hotel, Indianapolis, Ind. May 

ADJUSTABLE FOR FITTING | North American Factory Management 

WHEN STANDING OR IN Conference and Shoe Machinery 

RELAXED POSITION Show, National Shoe Manufacturers 

Assn. and Shoe Manufacturers Assn. 

2 a ‘ | of Canada, Netherland-Hilton Hotel 
Reading on dial shows proper length, width and clearance” Cincinnati, Ohio ....... May 13-16 

“IIlustration shows shoe size—1-B"' | Mid-Continent Shoe Travelers Assn., 


“Light Weight Aluminum Alloy in Attractive Finishes” ee ee 
: oy 15. 


TWO SIZES—JUNIOR—For Infants and Children to Size 5 ——_Penmsylvania. Shoe Travelers Assn. Inc, 


ADULT—For Misses, Ladies, Men and and Penn-Sheraton, Pittsburgh. .May 15-18 
Boston Shoe Travelers’ Assn., Fall Shoe 


Boys to Size 14 Show, Parker House, Boston....May 15-18 
: , ; West Coast Shoe Travelers’ Associates, 
(Adult size not yet in production) Fall Shoe Show, Alexandria and Bilt- 

. more Hotels, Los Angeles May 15-18 
Brand names at cost on quantity orders Midwest Shoe Travelers’ Assn., Fal! Shoe 

Prices and quantity discounts upon request Show, Palmer House, Chicago. .May 15-18 
Michigan Shoe Travelers Club, Fall 
Shoe Fair, Hotels Statler-Hilton and 


SHOE MEASURE DIVISION of CELMET COMPANY Inc. Detroit Leland, Detroit.......May 22-24 
622 PULLMAN AVE. + ROCHESTER 15, NEW YORK — 
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e Trade Literature 


Fitting Safety Shoes 


HOW to fit safety shoes properly 
on industrial workers is described 
in a free 20-page booklet published 
by Hy-Test Safety Shoe division of 
International Shoe Company, St. 
Louis. The booklet, thought to be 
the first of its kind in the industry, 
was prepared with the cooperation 
of the Brannock Device Company, 
national authority on foot measur- 
ing devices. 

Profusely illustrated, the booklet 
provides simple, step-by-step in- 
structions showing how to achieve 
a perfect fit through accurate 
measurements of the arch length, 
toe length and foot width. It also 
outlines mistakes often made by 
shoe fitters and how to avoid them. 

Designed to help industrial plants 
develop a more accurate shoe fitting 
program, the publication also pro- 
vides a chart showing how com- 
panies can maintain a well-balanced 
safety shoe stock inventory for 
women’s and men’s oxfords and 
men’s shoes and boots. 


3866 —White & black, 
black crepe soles. 
B,C,D5%-8; 8% -12; 
A, B,C,D 12-4 
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Retail Employees Get the Answers at Clinic 


Elaine Norwood (second from right), sales promotion director of Craddock-Terry 
Shoe Corporation, and Robert S. Lockridge (third from right), Craddock-Terry 
vice-president, production, answer questions of shoe personnel from Belk, Efird 
and Leggett department stores at Charlotte, N. C., retailing clinic. Eighty-five 
attended "highly successful" two-day clinic, the first of its kind held by the stores. 
The meeting stemmed from the belief that the shortest route to greater profits 
is through better informed personnel. The Craddock-Terry officials discussed 
"Retail Selling" and "Shoe Making and Tannages.” 





SHOES FOR BOYS 


Yes, sir-e-e ‘‘He-man”’ all the way 3881—White buck, 
through in styling, sturdiness, flexi- black crepe soles 
bility . .. and easy-going comfort! poe ar — 
red rubber soles 
Maintained quality that builds repeat B5%-8:C,D4-8: 
business. B,C,D8%-4 


$ tid v $ 599 
SOME STYLES SLIGHTLY HIGHER 


2885 — Black, Scout type moc 4887 — Brown scuff tip & foxing, 2808 — Black, leather soles 5% - 8, 
toe, unlined quarter, outside unlined quarter, outside counter B. F. Goodrich soles 8% -4 
counter pocket, Biltrite soles. pockets, B. F. Goodrich soles 4808 — Brown 

4885 — Brown B,C, D 8% -12; 5808 — Dark Oak 

B,C,D8%-12 ¢ A,B,C,D12%-4 B,C,D5%-8;8%-4 
A,B,C,D12%-4 a ‘ 


STEP MASTER SHOES, INC., GREENUP, ILLINOIS 
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e What's New 


Shoes, Accessories Offered in Matching Linen 


ST. LOUIS—A fresh fashion idea 
can stimulate sales. This is being 
proved this spring by Hamilton 
Shoe Company, the Prince Gardner 
Company and the Lennox Manufac- 
turing Company, all of this city. 

All three firms have used a Moy- 
gashell embroidered linen with 
Scotchgard finish—in white, pink 
natural and light blue with white 


embroidered dots—to provide sets 
of coordinated accessories. 

The easy-to-clean fabric has been 
used by Hamilton in two Delmanette 
shoes (a classic, high-heel pump and 
a “Half Pint” with dainty fluted 
dickie set into the vamp) as well 
as in two sandal types and a wedge 
by Penaljo. To go with the shoes, 
Lennox provided a pouch bag and 


SEE the “GROW-ROOM” 


without X-ray 


with new VISUMETER® 


Simple... Quick 
Safe... Accurate! 


*Pat. Pending 


NEW, IMPROVED MODEL 


ONLY $1950 Bock 


Back 
Guarantee 
SLIGHTLY HIGHER IN FOREIGN COUNTRIES 


Children’s Size 
5 to 3 


See “GROW-ROOM” 


New, accurate VISUMETER allows both shoe-fitter and customer actually 
to see toe-room, yet gives visual proof of correct fit mechanically. Compact, 
lightweight VISUMETER operates like a scientific gauge. Five simple steps 
... (1) insert VISUMETER in shoe, (2) release lock allowing VISUMETER 
to full length of shoe inside, (3) tighten lock to maintain accurate inside- 
length measure, (4) remove VISUMETER from shoe, (5) hold VISUMETER 
against foot to compare length accurately with inside measure of shoe. You 
and your customer actually see the “‘grow-room” in the shoe being fitted. 


Increase customer confidence with accurate fittings. Promote sales with 
available newspaper mats, window cards, etc. If not satisfied, return within 
30 days and your money will be refunded. 


THE LUDWIG CO. 


5845 HAMILTON AVE. 
CINCINNATI 24, OHIO 


Pastel water-repellent linen embroidered 
with white dots coordinates shoes, 
handbags and purse accessories for 
spring ensemble with luxury look. Foot- 
wear from Hamilton Shoe _ includes 
closed pumps by Delmanette and (upper 
left} fluted dickie pattern from Half 
Pint line. Bags by Lennox, purse acces- 
sories from Prince Gardner Company. 
an envelope clutch—these to hold 
the wallets, key rings, coin purses 
and other accessories by Prince 
Gardner. 

According to a spokesman for 
Hamilton, records show that con- 
sumers are grading up in their pur- 
chases. This coordinated effort en- 
ables women to purchase an acces- 
sory ensemble with a luxury look, 
but without tedious hours of shop- 
ping. 

For the shoe retailer, the plan 
presents an opportunity to display 
small accessories and handbags that 
are related to the purchase of the 
shoes, and thus to increase dollar 
volume. 


Thong Sandal for Tots 
Has Straps at Heel, Insole 


A NEW summer sandal for tots, 
combining the 
popular thong toe 
with heel and 
instep straps to 
hold the shoe on 
the foot securely, 
has been _intro- 
duced by Moran 
Shoe Company. 
The Carlyle, IIl., 
firm makes Wee 
Walker _ infants’ 
shoes. 

Designed for 
the warm months 
ahead, the clas- 


a” 


Thong sandal by 
Wee Welker 
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sical thong construction has been 
modified by the introduction of a 
twisted thong, claimed to fit be- 
tween small toes comfortably and 
without chafing. The new Wee 
Walker thong sandals feature foam 
cushioned soles. 

Available in sizes 4-8, the pattern 
comes in Dressy White, Cool Blue 
and Poodle Pink. 


Light Weight, Durability 
Claimed for Plastic Tree 


A NEW plastic shoe tree for 
men’s shoes, called the Pierce Dip- 
lomat, is being made by the C. S. 


Pierce's Diplomat shoe tree 


Pierce Company, Brockton, Mass. 

Claims made are that it is ex- 
tremely durable, low in price and 
light in weight, yet has all the ad- 
vantages of the full-length wooden 
tree. Because of its lightness it is 
recommended for travelers as well 
as for use in the home. Before be- 
ing introduced it was tested by air- 
line personnel on long-distance 
flights. 

Forepart and curved handle, both 
in black plastic, contain the Pierce 
automatic spring adjustment to in- 
sure wide fitting range. In fact, ac- 
cording to the company, three sizes 
of trees will fit practically all shoe 
sizes. The product is available with 
trade name marked if desired. 


e Retail Sales Aids 


More Sales Faster: Goal 


Of Open Display Stand 


IN LINE with the current and 
increased trend toward open display 
of footwear, the Semco Company, 
Inc., Hermann, Mo., has developed 
a display unit, the ‘“Preselector,” 
geared for selling more shoes to 
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Semco Company's "Preselector" 


more people faster. 

The unit is of architectural 
bronze, with fluorescent-lighted gray 
shelving nine inches deep for wom- 
en’s shoes and 11 inches deep for 
men’s. A tag at the toe of each shoe 
shows price and style number. The 
tag may be removed by the cus- 
tomer and handed to the salesperson, 
who would then bring the wanted 
shoes out of stock. 





PROGRESSIVE LEADERSHIP 


... IN BASIC FOOTWEAR 
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Roto-Lok disc 
inserted in bot- 
tom of shoe... 
S allows more 
accurate set- 
ting, is located 
"| in proper spot, 
reduces over- 
all cost of shoe 
4} and brace. In- 
7 terchangeable 
with Fillaver 
Night Split. 


Wide 000 to 4 
Narrow 0000 to 4 Both carried 


in stock. 
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Sh BSUs 
EQUINO-VARUS 


ry 
OE MARK nes 


SURGICAL 


Meets the need of a 
matching shoe where 
only one foot requires 
the Equino-Varus shoe. 
Made on straight last. 


' Medium 000 to 4 


The foot is enveloped in a smooth seam- 
less upper. The shoe keeps the foot in the 
exact position the physician has obtained. 
Open toe permits free circulation. Steel 
plate between inner and outersole per- 
mits application of corrective force at 
point desired. 
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by R. J. Potvin Shoe Co., Brockton, Mass. 
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e About Shoe People 


Ed Murray, a buyer for Stone, 


Shoe Company, Cleveland; R. G. 
Zimmerman, president of Zimmer- 
man Shoes, Glenside, Pa., and Har- 
vey Newswanger, president of 
Newswanger’s, York, Pa., are the 
winners of E. T. Wright & Com- 
pany’s “Name the Top Ten” con- 
Each receives a Polaroid cam- 
era and case. Contestants had to 
pick the 10 best sellers from a 
lineup of 19 Wright Arch Preserver 
styles for spring and summer. More 
than 1000 shoemen entered, and 
orders received at the factory by 
February 1 determined the winners. 
7 . - 

Elliott Levy has resigned as 
buyer for the Sorority House de- 
partment of the Coward Shoe 
Stores, New York. During eight 
years in the post, he bought youth- 
ful shoes including teenage flats, 
mid-heels and heels for the entire 
Coward group. He _ hasn’t an- 
nounced his plans. 


test. 


Irving G. Miller of Miller Bros., 
New Kensington, Pa., underwent 
surgery recently at a hospital in 
his home city. 

* : oe 

Frank Zimmerman, president of 
a shoe retail firm on Baltimore’s 
Saratoga Street, has retired because 
of poor health after some 50 years 
in business in Baltimore. His son, 
Frank, Jr., has purchased the firm 
and will continue to operate at the 
same site. The elder Mr. Zimmer- 
man has been active in many civic 
activities. 

. _ e 

Milton Tifton has been appointed 

merchandise administrator of wo- 


men’s and children’s shoes for 
Davison-Paxon Company, Atlanta 
department store firm. Joseph Ross, 
president of the company, an- 
nounced the appointment. 


Henry Eygenhuysen has been ap- 
pointed buyer of men’s, women’s 
and children’s slippers for Sears, 
Roebuck & Company at its Chicago 
headquarters. He succeeds Rubin 
Apteker, whom he formerly as- 
sisted and who recently retired. Mr. 
Eygenhuysen joined Sears in 1956. 
Robert C. Bray, who joined the 
company in 1951, has been named 
assistant buyer of men’s dress 
shoes. He succeeds Dwight Fox, 
who also has retired. 

. e oa 

Martha Campbell has been ad- 
vanced from assistant buyer of 
children’s shoes to buyer at Stix, 
Baer & Fuller, St. Louis department 
store. She will handle purchasing 
for both the downtown store and 
the Westroads branch. She has 
been in shoe retailing for 14 years, 
including four at Stix, Baer & 
Fuller. 


Kenneth R. Ayers has been pro- 
moted by The Shoe Box, three-store 
group in Houston, from a _ store 
manager to general manager of the 
company. He has been with The 
Shoe Box for five years. Owner 
Bill Douglas also announced the 
promotion of Herman L. Duke from 
buyer and salesman to manager of 
the company’s unit in the Braes- 
wood Shopping Center. 

. * on 

Paul Reisig has been promoted 

by GallenKamp Stores Company to 


FABRILITE® and FABRIKOID® 
coated fabric footwear material. 


serve as a supervisor in charge of 
store operations. He is replacing 
Morris Bliman, who resigned. Mr. 
Reisig will share the Southern Cali- 
fornia area with Leon Friedland. 


In Allied Fields... 


Lou Groza, star tackle and place- 
kicker for the Cleveland Browns 
professional football team, has 
been signed to make goodwill ap- 
pearances on behalf of Esquire 
Boot Polish. His first assignment: 
appearing in various Cleveland re- 
tail outlets, signing autographs and 
talking up good shoe grooming. 


Joseph F. Eberle, general man- 
ager of the Eberle Tanning Com- 
pany, sole leather tannery at West- 
field, Pa., is on a two-month trip to 
the Continent. He’ll visit tanneries 
and shoe factories in Italy, France, 
Holland, England and elsewhere. 
Mr. Eberle served two terms as 
president of the Tanners’ Council 
of America and is currently a di- 
rector of Leather Industries of 
America. 

a * a 

Jane Wheeler, fashion coordinator 
for the Colonial Tanning Company, 
Inc., of Boston, addressed a group 
of Little Yankee salesmen and re- 
tailers at a recent meeting in that 
city. She stressed the importance 
of unlined shoes in children’s lines, 
and retailers attending the meeting 
agreed that this type of shoe is 
finding increased consumer accept- 
ance. Presiding was Sam Smith, 
president of The Yankee Shoe- 
makers. He was assisted by John 
R. Thompson, vice-president, and 
George Garvin, sales promotion 
manager. 


WELLCO SHOE CORP. Waynesville, North Carolina 


Boot and Shoe Recorder 





Salesmen - Suppliers 





Last Manufacturers 
Elect Eck President 


BOSTON—Charles E. Eck and 
Lester W. Senn were elected presi- 
dent and vice-president respectively 
of the Last Manufacturers Associa- 
tion at the annual meeting in New 
York. They will serve for one year. 

Richard D. Green was re-elected 
secretary-treasurer. 

Mr. Eck is vice-president of the 
Woodard and Wright Last Company, 
East Bridgewater, Mass. Mr. Senn 
is secretary of the Western Last 
Company, St. Louis. 

Mr. Eck succeeds Everett H. 
Kenerson of McNichol and Taylor 
Corporation, Saugus, Mass., as 
president of the association. 

New directors elected were Ray 
Boucher, United Block Company, 
Chaffee, N. Y.; William F. Fitz- 
patrick, Fitzpatrick and Weller, 
Inc., Ellicottville, N. Y.; Kenneth 
Heggs, Morton Last Company, Cin- 
cinnati, O., and William C. Murphy, 
M. Murphy and Son, Ellicottville, 
N. Y. They will serve three years. 

After the annual meeting a re- 
ception and dinner were held in 
honor of recently-retired Secretary- 
Treasurer Car] S. Whittier. He was 
presented a purse of money, a banjo 
clock and a packet of letters from 
friends and well-wishers unable to 
be present. Among the guests were 
Merrill A. Watson, executive vice- 
president of the National Shoe 
Manufacturers Association, and 
Irving R. Glass, executive vice- 
president of the Tanners’ Council 
of America. 


Donald Bartley Is Named 
President of Nunn-Bush 


MILWAUKEE — Donald Bartley 
has been elected president of the 
Nunn-Bush Shoe Company. He had 
been executive vice-president since 
1956. 

Mr. Bartley succeeds J. B. Bu- 
chanan, who has become chairman 
of the board. Mr. Buchanan, one of 
the founders of the men’s shoe man- 
ufacturing firm, had been president 
since 1947. 

Mr. Bartley has been with Nunn- 
Bush since 1924. 
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ISCO Spring Wardrobe on St. Louis TV 


ST. LOUIS—Women love to try 
on shoes—and women love to watch 
other women try on shoes. 


Knowing this, International Shoe 
Company took a complete wardrobe 
of spring footwear to a local tele- 
vision show and helped TV emcee 
Charlotte Peters try on and model 
each pair before a live audience of 
St. Louis women plus a TV audi- 
ence of thousands more. 

The presentation was a_ shoe 
fashion show that worked in natu- 
rally as a portion of Miss Peters’ 
TV variety show. Joan Waller, 
fashion publicist for ISCO, was on 
hand to tell Miss Peters about the 
colors, leathers, styling, detailing, 
constructions and the like, while 
Ferrel Donovan, style manager for 
International’s women’s general di- 
visions, helped Miss Peters slip 
into each pair. 


Brand Names Shown—The emcee 
walked up stairs to a raised dais, 
where close-up camera shots gave 
the audience a long and excellent 
view of the footwear and a view 
also of the card bearing the brand 
name insignia. Miss Peters chat- 
tered gaily about each pair as she 
paraded, and Joan Waller supplied 
the name of the local store which 


stocked each pattern. No prices 
were mentioned. 

A dirty buck, gored, steel-toed 
power mower casual shoe by Hy- 
Test rated excellent attention from 
the studio audience, many of whom 
were members of a civic club and 
home gardeners. Tailored patterns 
shown included a suit pump by 
Vitality; a mid-heeled bone spec- 
tator with string bow from Trim 
Tred; a pale green napped corkette 
calf town walking pump on stacked 
heel from Soft Pedals by Queen 
Quality; and a sweet kid moc-toe 
wedge from Conformalettes. 


Shoes for Dress—Dressy types 
modeled included a sapphire blue 
lustre open - shank, pointed - toe 
pump from Panorama; a_ vinyl 
stripping sandal, sling back, from 
Velvet Step; a black nylon veiling 
mesh and patent pump from Velvet 
Step; a dyeable satin, plain, high- 
heeled pump from Accent, and an 
open-toe, d’Orsay-cut black patent 
sling from Grace Walker. 

One patio shoe, a Grace Walker 
nylon straw muleback on high cork 
wedge, completed the International 
Shoe spring style wardrobe for 
women. 

Coordinated handbags were 
shown with many of the patterns. 





‘Space Squadron’ Planned 
In Mishawaka Promotion 


MISHAWAKA, IND.—The mak- 
ers of Red Ball Jets will sign up 
500 charter members of a “Com- 
mander Jets Space Squadron’ this 
spring in a nationwide retail pro- 
motional effort. 

Mishawaka Kubber Company, Inc., 
the manufacturer, will send its own 
“spaceman,” Commander Jets, into 
500 major retail outlets for the can- 
vas-rubber footwear. In each store 
one child will be awarded a “junior 
space suit and helmet” and become 
a charter member of the space 
squadron. At each store also, three 
other space-age prizes will be given 
out in competitions. 

Each child who visits the store 
during the promotion will get a 
badge. 


R. T. Clark, Mishawaka executive, 
said, “We used Commander Jets as 
a sales- and traffic building device 
on a limited basis in 1959. The 
success of that venture has con- 
vinced us that the 1960 program 
will be an outstanding selling aid.” 

For this year’s promotion the 
company has prepared color display 
material, giveaway cards, ‘outer 
space maps” and newspaper mats. 
All this will be furnished along with 
the Commander Jets costume and 
promotion instructions to participat- 
ing accounts. 


El Rey Appoints Aronoff 

LOS ANGELES—El Rey of 
Hollywood, a manufacturer of cas- 
uals, has announced that the Dave 
Aronoff Sales Organization will be 
its representative. The firm’s own 
sales force is being disbanded. 





Wall-Streeter Names 
Robert Wall President 


NORTH ADAMS, MASS. — Rob- 
ert E. Wall has been elected presi- 
dent and treasurer of Wall-Streeter 


ROBERT E. WALL 


Company. He succeeds his 
James E., who died last No- 


Shoe 
father, 
vember. 

At the annual meeting of stock- 
holders and directors of the men’s 
shoe manufacturing firm, F. Victor 


There's big, year 


Nissen was named vice-president 
and John F. Fitzgerald was elected 
assistant treasurer. 

Robert Wall, who is 45, has been 
associated with the company ever 
since his graduation from Yale Uni- 
versity in 1937. He has served as 
superintendent, executive vice-presi- 
dent and general manager. For 
many years he has been in charge 
of styling and production coordina- 
tion. 

He is a director of both the Na- 
tional Shoe Manufacturers Associa- 
tion and the New England Shoe and 
Leather Association. 


Federal Industries Offers 


Two New — Patterns 


BELLEVILLE, J.—Two vinyl 
material patterns ama for use 
in shoe uppers—alligator and pearl- 
ized—have been introduced by Fed- 
eral Industries here. 

According to Henry Golub, direc- 
tor of shoe material sales, the al- 
ligator material is offered in red, 
brown and black. The _ pearlized 
material is being produced in white 
only. 


Weinbrenner Gets Patent 
For a Plastic Heel Base 


MILWAUKEE — The Albert H. 
Weinbrenner Company has_ been 
granted a patent (No. 2,917,841) for 
a polyethylene heel base. The com- 
pany now is licensing other heel 
base manufacturers to make the 
product. 

The Weinbrenner firm has been 
manufacturing polyethylene heel 
bases in its plastic products depart- 
ment for a number of years. The 
company originally applied for the 
patent in March 1954. 

According to Weinbrenner officials, 
polyethylene lends itself well for use 
in heel bases and has gained popu- 
larity through its several advan- 
tages. Polyethylene heel bases, they 
say, prevent a swelling action when 
subjected to water or moisture, as 
in walking on wet or snow-covered 
areas. In addition these heel bases 
are uniform in color throughout and 
are also uniform in weight or thick- 
ness. They are said to be lighter in 
weight and to afford easier heel 
scouring. 





client native in Athletic Shoes... 





Buy BASCO Baseball Shoes Now! 


3 great enaes fill all your requirements 


NO. 925 
BIG LEAGUE QUALITY 


@ GENUINE top grain elk leather v 
@ One-piece GENUINE LEATHER SOLE 
@ Tempered steel inside plates 
@ GENUINE Richardson cleats 
SIZES 3-12, including half sizes 


REAL PROFESSIONAL 

QUALITY AND STYLING 

@ GENUINE top grain elk leather 

@ One-piece GENUINE LEATHER SOLE 
@ Tempered steel inside plates 

@ GENUINE Richardson cleats 

SIZES 5-12, including half sizes 


THE ONLY LITTLE 

LEAGUE SHOE THAT 

LOOKS LIKE REGULAR SPIKES 

@ Approved by Little League Baseball, Inc. 
@ GENUINE COWHIDE LEATHER 

@ Top grain elk toe 

@ One-Piece, flexible rubber sole with long- 


wearing molded cleats 
SIZES 1-11, including half sizes 


TO COMPLETE YOUR YEAR ‘ROUND BUSINESS, SEND FOR ICE SKATE AND BOWLING SHOE CATALOGUES. 


BOSTON ATHLETIC SHOE CO. 


72 Second St., Cambridge, Mass. 
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G. D. Scott Gets Sales Post 


With Eastern Foam Fabric 


ST. LOUIS—Gerald D. Scott of 
Gerald D. Scott Sales Company, 
formerly national consultant and 
distributor in the St. Louis area for 
the Kendall Company, is now asso- 
ciated with the 
Eastern Foam 
Fabric Company, | 
Inc. 

In his new post, 
Mr. Scott will serve 
as national direc- 
tor of shoe sales. 
He will act as sales 
representative for 
foam and _ fabric 
combinations dis- 
tributed by East- GERALD D. scoTT 
ern Foam Fabric for the Allen In- 
dustries, Rahway, N. J. 

The Allen Industries has _ just 
purchased a unit from the Kendall 
Company and will continue to manu- 
facture foam fabrics for the shoe 
industry. Under the new alliance, 
Allen Industries and Eastern Foam 
Fabric Company, Inc., are combin- 
ing to produce and distribute a 
three- ‘layer lining. 


THE BIGGEST MARKET 


Shell Pump Introduced by I. Miller for Spring 


NEW YORK—Nevws in the I. Mil- 
ler spring silhouettes is the Shell 
Pump, coming fresh from a great 
success in Europe. In this silhouette, 
sides as well as throatline are low- 
ered. The shoe is on a high heel 
with pointed toe, designed to balance 
the softened silhouette in apparel. 

Stacked leather heels are being 
used on a black patent leather spec- 
tator, outlined in perforations. This 
heel in a high, slim version on un- 
lined walking shoes combines the 
walking shoe look with the slim sil- 
houette of a pump. 

The unlined shoe has been made 
much lighter by the use of a new 
heel with a stacked leather look. Fine 
leathers with wonderful patina or 
graining add to the rich, expensive 
look of these shoes. Hand-woven 
leathers in walking shoes have a 
textured look but without bulk. 

An ombre mesh pump gives a shoe 
with a color range from very dark 
tc the palest shade in the same color. 
The shoe is piped in matching ani- 
line calf braid. Black is being used 
in a combination of surfaces—patent 
with matte calf or patent with a 


black silk collar. Black is “more than 
a color this spring,” I. Miller says. 


The “Biscuit Family’—Bone to 
Graham Cracker—offers a range of 
beige tones that will be the most 
popular color trend in apparel. Gray 
will range from Ascot to deep, deep 
Agate. Gray will complement prints 
and solids in lavender and yellow in 
apparel and the black and white 
picture. 

Detailing in the new spring shoes 
is elegant and built-in. There are 
slashing and inserts of woven 
leather, decorative perforation, flat 
ornamentation on the vamp. Draping 
and shirring goes with the soft, 
feminine spring trend. Elasticized 
goring eliminates buckles and clasps 
for open-back styles. 

An “open-air” group has_ been 
created by a well-known California 
designer. Some of the styles have 
open sides and back and are fastened 
to the foot with just a few slim 
straps. Some have open sides and 
covered toes. Heels range from very 
low to medium; many are stacked 
leather. 








One of America’s Finest Resources for 


*SAMPLES 
* JOB LOTS — 
* CAN ae 


Branded Shoes first quality — 


‘CUSTOMERS 


The best friend a shoe man ever 
had is that loyal and devoted “re- 
peat” customer. You don’t lure him 
with price, style, or gimmick shoes. 

He’s yours, for always, because you 

and you alone give him the comfort, 

the support, the fit, that’s only 
possible with a feature line. 


Foot-So-Port has conclusive 
proof of the extra profits you 
can enjoy with “repeat” Foot- 
So-Port customers. Here’s a 
complete line for men, wom- 
en and children, with not 
one, but many feature ad- 
vantages. Once a Foot-So- 
Port customer . . . always 

a Foot-So-Port customer. 

He’s yours for the ask- 

ing. For shoe fitters in- 
terested in building 
prestige and profit. 


eee 


from outstanding makers 


$O12 
TAN LUXOR CALF 


Mwwrebeck 


FOOT-se-PORT 
SHOES 


FOOT-SO-PORT SHOE co., Oconomowoc, Wis. 
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150 Colors of Suede 
Possible with Dye Set 


BALTIMORE—A recent addition 
to the dyes for use on shoes is the 
Cavalier Company’s set of eight 
Spectrum Dyes created especially 
for use with Allied Kid Company’s 
new Custom-Color White Vodelle 
Suede. 

The tannage is a joint develop- 
ment of the two companies, and the 
first dyeable pure white suede. 

To the dyes long in use for fabric 
shoes is added a leveling and pene- 
trating agent called Mordox. The 
eight basic colors of the spectrum 
are in the Cavalier set: yellow, 
orange, red, scarlet, green, blue, 
indigo and violet. 


Color Guide Available — By the 
intermixing of one color with an- 
other, 150 colors can be obtained, 
matching shoes to costume colors 
according to individual consumer 
needs. The Cavalier Spectrum Color 
Guide, selling for $5, gives formulas 
for making these colors. 

First to the 


introduce idea of 





This is just one of seven popular duty shoes. 


dyeing white suede shoes in the 
shoe store was Herman Latt, a re- 
tailer in Harrisburg, Pa. His pro- 
motion included a window display 
showing Vodelle Suede shoes before 
and after dyeing, and large ads in 
a local paper. 


Orders Above Expectations — 
Since then, leading manufacturers 
have been making shoes in this new 
tannage and telling stores that 
these shoes can be dyed to any 
shade desired, by the use of the 
Cavalier Spectrum Dyes. Orders 
for the leather and the dye set are 
said to have exceeded all expecta- 
tions. 

The complete dye set sells for 
$25. Refills can be purchased from 
leading shoe store supply or shoe 
findings dealers. 


© Jake H. Wilensky Leather Com- 
pany has moved into new head- 
quarters at 78-82 Central Ave., 
S.W., Atlanta. This jobbing house 
has expanded its shoe department 
and is now carrying a wider line 
of sandals, riding boots, moccasins 
and work boots. 


‘Dry Cleaner’ Marketed 


For All Suede Leathers 


MILWAUKEE — A dry suede 
cleaner called ‘“Persuede” is being 
marketed by the M. W. Yearsley 

Company of Mil- 
waukee for use 
on shoes as well 
as apparel and 
bags. The prod- 
uct is said to 
clean, and _ re- 
store the nap 
and color, of all 

suede leathers. 

| Persuede is 
made in_ solid 
Ns block form in a 

oo == choice of 12 col- 

"'Persuede'' display ors. A foam 
dusting pad is included in each 
package. 

The block of Persuede is rubbed 
on the suede in a circular motion. 
As this is done, it wears away like 
a pencil eraser. The pad is used to 
brush off any grains of Persuede 
remaining on the leather. 

The Yearsley firm says a_ block 


NOW Better Than Ever... and 


a Heel 


Metatarsal, 





$37.80 Dz. Prs. 


COMFY 


Write for Instock Catalog . . . today! rc) 


Style No. 4350X5PP, $5.75 net 30 days. 
Fast 24 hour instock service. 
KICKERINOS DIVISION OF THE HAMPTON CORP. 


MILWAUKEE 5, WIS. 
NEW YORK OFFICE, 47 W. 34th ST. 


1308 W. FOND DU LAC AVENUE ° 


Cradle to 
cushion the heel. 4-Way Support— 
Longitudinal—Cuboid— 
Heel—for superb walking comfort. 
OUR BEST COMBINATION ARCH 
SUPPORT Now being featured by 
leading dealers from coast to coast! 


All Men's & Ladies’ Sizes 
Wide & Narrow Widths 


STOCK NO. 301H 


SCOUTS 
COMFORT 
ARCH 


Always a leader in its field—and now 


EVEN BETTER with the addition of 


position and 


$430 Gr. Prs. 


Write For A Free Full-Line 
Scott Catalog! 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.- OMAHA, NEBR. 
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of the suede cleaner will last for 
months. 

The product is on sale in leading 
U. S. stores. 


USMC’s United Last Div. 


Adds Two Sales Offices 


BOSTON — Two new sales and 
service offices have been opened by 
the United Last division of United 
Shoe Machinery Corporation. Both 
are in USMC branch offices, in New 
York City and Harrisburg, Pa. 


Eugene M. Harris, Jr., has been 
appointed sales representative in 
New York, and Paul H. Jacobs has 
been named to a similar post in 
Harrisburg. 

Both offices, according to E. G. 
Tremaine, Jr., United Last general 
manager, will provide uninterrupted 
sampling and service for all accounts 
of the recently closed Stewart & 
Potter Branch in Brooklyn. The 
manufacturing facilities of this 
branch were transferred and con- 
solidated with the T. W. Gardiner 
Branch at its new plant location in 
Lawrence, Mass. 


outgrown... 
rarely outworn! 


The barefoot feel oe es 
sun-worshippers love! ears 

The original Cushioned INSOLE 
sandals, with a reputation for 
longer-wear-built-into-every-pair. Heavy- 
grade cowhide straps. Chrome 

soles. Adjustable vamp 

for proper fit, and 

extra‘ ‘mileage’ 


Austria’s Shoe Output Gains 


VIENNA—Production of leather 
shoes in Austria passed the 9 mil- 
lion mark last year. The biggest 
gains in output were in high-style 
street shoes for ladies and young 
men, and in sandals. 


The gains in production in 1959 
are attributed both to increases in 
domestic demand and to better sales 
opportunities in foreign markets. 
The value of exports rose from 38 
million Austrian schillings in 1957 
to 68 million in 1958. (On the inter- 
national exchange, 26 Austrian 
schillings equal one U. S. dollar.) 

Exports to the U. S. are chiefly 
ski boots. 


General Split Promotes 


‘Whippet’ Shade for Fall 


MILWAUKEE — General Split 
Corporation of Milwaukee is promot- 
ing a new shade called Whippet for 
men’s fall fashions. 

The firm calls the color a casual 
design leader for the fall of 1960. 
In a card promotion piece the com- 
pany pictures a sad-eyed basset and 


claims Whippet, “man’s best friend,” 
is leading in early orders for fall 
design. 

A swatch of the sueded split 
leather is attached inside the card. 


Virginia Oak Tannery. Inc., 
Expands Warehouse Space 


LURAY, VA.—A warehouse con- 
struction program has been com- 
pleted by Virginia Oak Tannery, 
Inc., providing the company with 
more than 30,000 square feet on a 
single level. Mechanical handling of 
leather is provided for wherever 
this is feasible, according to Stephen 
J. Blaut, vice-president. 

Horst A. Andreae, formerly in 
charge of Virginia Oak’s production, 
will also take over supervision of the 
women’s cut sole and finding cut sole 
plants and shipping operations. 

John E. Laurie is leaving the com- 
pany to assume new duties with 
Adams Brothers, Inc., Pittsfield, 
N. H., shoe manufacturers. 

Now, sales of “Virginia Oak” sole 
leather and ‘‘SuperSole” will be han- 
dled from the New York office by 
Sales Manager George L. Sanderson. 


From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 


Caught without 


Series No. 710 
Sizes 3-8, 9-12, 13-3 
Brown, White, Red, Tan 





PROMOTION BEST-SELLER 


Series No. 880 
Sizes 5-8, 9-12, 13-3 
Brown, White, Red 


HOY SHOE CO. 


March I, 1960 


1128 LOCUST ST., ST. LOUIS 1, MO 


With Hoy-way molded sole for flexible 
comfort. Priced for volume sales. 


Leathers by Irving: 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 





e Financial 


Genesco Seeks to Sell 
500,000 Shares to Public 


WASHINGTON, D. C.—Genesco, 
Inc., is seeking government permis- 
sion to sell 500,000 shares of its 
stock to the public. 

In addition the firm proposes to 
complete its ownership of the Hoving 
Corporation. Genesco now owns a 
controlling interest in Hoving, which 
operates women’s specialty stores 
and also Tiffany & Company. 

In a stock registration statement 
(SEC File 2-16105) filed with the 
U. S. Securities and Exchange Com- 
mission, Genesco proposes the regis- 
tration of 587,186 shares of common 
stock, of which 500,000 will be of- 
fered for public sale by Blyth & 
Company, Inc. 

The remaining 87,186 shares will 
be offered in exchange for common 
and B common of Hoving. 
Genesco now owns 497,784 shares, 
or 73 per cent of the common, and 
15,000 shares, or 50 per cent of the 
Class B common. It proposes to offer 


Class 


its shares in exchange for Hoving 
stock on the basis of four-tenths of 
one share for each share of Hoving 
common and nine-tenths of a share 
for each of Class B common. 

Genesco now has outstanding 
3,021,548 common shares. 


°59 Sales, Earnings Rise at 
Johnson, Stephens, Shinkle 


ST. LOUIS — Johnson, Stephens 
& Shinkle Shoe Company has re- 
ported net earnings of $158,918 for 
the fiscal year that ended October 
31, 1959. This is a 10 per cent in- 
crease and is equivalent to 71 cents 
per common share. 

Net sales totaled $9,887,170, an 
increase of 14 per cent. In the firm’s 
preceding fiscal year, net was $144- 
124 or 63 cents a share on net sales 
of $8,649,657. 

Last April the company acquired 
the Matrix brand of women’s shoes 
through the purchase of lasts, dies, 
patterns and brand name. Matrix 
production equipment was _ subse- 
quently moved from _ Rochester, 
N. Y., to Rolla, Mo. Figures on the 








New shoes that are “COOL” for First-Walkers 
by Mu Days Seal 
Ideal 


As always first with the most in value, Mrs. 
Day’s Ideal 9310 in Cowboy Tan, Wagon Red 
or White, is made of finest quality flexible elk 
leather . . . a cool, comfortable, foot-free style 
for summer wear. Top grade glove tanned elk 
leather makes smart, sporty Pla-Boot 9350 the 
softest most pliable baby shoe your toddler can 
wear all year round. 


71 WEST 35TH ST. 
NEW YORK 1, N.Y. 


924-A MERCHANDISE MART 6-104 MERCHANDISE MART 


ORIGINALS 





BABY SHOES 
MADE IN DANVERS, MASS. 
DALLA‘ 


CHICAGO 54, ILLINOIS S, TEXA’ 








first shipments of the Matrix line 
by Johnson, Stephens & Shinkle 
Shoe Company were included in the 
firm’s last fiscal quarter. 


Allied Kid Sales Up, Net 
Down for Last Half of 1959 


BOSTON—The Allied Kid Com- 
pany’s report for the six months 
ended December 31, 1959, showed 
total gross income of $15,691,220, 
slightly larger than the $15,438,515 
reported for the same period in 
1958. 

Profits, however, were lower. Net 
after taxes dropped 27 per cent from 
$546,472 in 1958 to $398,086 in 
1959. 

In a letter to stockholders, Ben- 
jamin Simons, chairman of the 
board, and Joseph T. McCauley, 
president, recalled ‘“‘the explosive 
rise in prices in the spring of 1959” 
and the precipitous drop in the last 
few months of that year. 

“It is difficult,” they pointed out, 
“to get full replacement on our 
leathers during a rising market. On 
the other hand, in a period of de- 
clining prices there is a tendency 
on the part of customers to defer 
purchases as long as possible; high 
interest rates and more stringent 
bank credits accentuate this trend. 
In a period of slack demand, sales 
must be made at a less than normal 
profit margin. 

“Although the dollar sales were 
more than last year, the units sold 
were less,” the officials pointed out. 
“The lower profit is accounted for 
by these circumstances.” 

But the report said Allied Kid’s 
balance sheet position continues 
good, with cash and accounts re- 
ceivable exceeding liabilities. 


Seiberling Sales Set Mark 


AKRON, O.—Net sales of Sei- 
berling Rubber Company climbed 
14 per cent in 1959 to a record 
level of $54,787,924, President J. P. 
Seiberling told shareholders. Mean- 
while net income was up 11 per 
cent to $1,191,019, the best total 
for any peacetime year. 

Sales and earnings in the com- 
pany’s shoe products division were 
improved over 1958, the firm said, 
and further increases in this divi- 
sion are forecast for 1960. The 
company plans to build a new shoe 
products plant at Batesville, Ark. 
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Where to Buy 











JOBS 


JOBS 








Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 











For Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine ostwene 
MOSINGER-COHN 


1235 Washington, St louis 3, Mo 


MA 1-3663 








‘ , Obstmariac 


Albert McIntyre, Official 


Of John E. Lucey Company 


EASTON, MASS.—Albert B. Mc- 
Intyre, 60, treasurer of the John E. 
Lucey Company of Bridgewater, 
Mass., died February 6 aboard a 
ship bound for Bermuda. His death 
followed a coronary attack. 

With him at the time were his 
daughter, Mrs. Alfred Robitaille, 
Jr., and his daughter-in-law, Mrs. 
Albert M. McIntyre. 

Mr. McIntyre lived in South Eas- 
ton, Mass. He joined the Lucey 
Company in 19383 as assistant trea- 
surer and became treasurer 10 
years later. 

Surviving in addition to his 
daughter are two sons, Albert M. 
and John. 


BARNEY WORTHMAN, 63, a 
sales representative and stylist, died 


suddenly February 5 while driving 
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BOX HANDLERS 





LONG ARM* 


The efficient box hander 
QUICKER, EASIER, SAFER 


Get Ready For 
Your 
Easter 
Rush 


Order Long Arms for 
every section of shelving. 
You will get the shoes 
from the high shelves | 
uicker, easier, safer 

ian by any other meth- 
od or you may send them back. Empties handle 
upside down. Long Arms with handles 24", 36", 
48", 60", $3.50; 72", $4.50. Postpaid in USA. 
Specify handle length desired and if for men's 
or women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


Peete mort 











to New York from his Teaneck, 
N. J., home. He represented Parry 
Footwear, Inc., Cambridge, Mass.; 
Kork-Ease, Inc., Brooklyn, and Fa- 
vorite Footwear, Inc., Long Island 
City, N. Y. For many years he had 
been associated with Fulton Leather 
Company. 

In the shoe business more than 40 
years, Mr. Worthman was an active 
member of The 210 Associates and 
of the Boot and Shoe Travelers’ As- 
sociation of New York. 


RICHARD L. PRATHER, 88, 
one-time sales manager of The 
Julian & Kokenge Company and 
the Thomas G. Plant Company, and 
later president of a Cincinnati, O., 
advertising agency, died in San 
Diego, Calif., recently after a short 
illness. His first job in the shoe in- 
dustry was with BooT AND SHOE 
RECORDER. After his retirement 
from the advertising business 25 
years ago, he was West Coast edi- 
torial representative. 


JOBS 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


"While in town see Weil” 
New York Sample Room: 
138 Duane St., NYC 
Quality shoes since ’32 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 


WILLIAM L. JONAKIN, 60, sales 
representative for International 
Shoe Company’s Vitality division, 
died suddenly of an apparent heart 
ailment January 28 at his Staunton, 
Va., home. He joined Vitality in 
1932 and covered Kentucky, Vir- 
ginia, West Virginia, part of Mary- 
land, and the District of Columbia. 
Surviving are his widow, Ella; a 
son, William, Jr.; three grandchil- 
dren, three sisters and his father. 


CHARLES A. HELMBACHER, 
67, a retired shoe traveler, died 
February 13 at his home in Shore- 
wood, Wis. He had retired last May 
after 11 years as sales representa- 
tive in four states for the Irving 
Drew Corporation, Lancaster, O. 
Before joining Drew, he had carried 
the George E. Keith Company line 
for 16 years and had also managed 
a Walk-Over shoe store in Mil- 
waukee. His sole survivor is his 
widow, Celia. 

(CONTINUED ON PAGE 88) 





Personnel 





HUGH L. FRY 
Sales Manager 


WILLIAM J. DUGGAN 
Packaging Post 


Promoted... 


William J. Duggan, to manager 
of Midwest packaging sales for Di- 
amond National Corporation’s 
Gardner division, with his offices 
in Chicago. He will head sales ac- 
tivities in the Chicago, Madison, 
Wis., Minneapolis and St. Louis 
offices. 

Hugh L. Fry, from Southern Ar- 
kansas sales representative to sales 
manager of women’s and juvenile 
lines in the Roberts, Johnson & 
Rand division of International Shoe 
Company, St. Louis. 

Harry S. Dolson, from credit 
manager to administrative director 
of Trimfit Hosiery, New York. Ja- 
cob L. Levitt, from accountant and 
assistant office manager to proce- 
dural manager. 


Retiring... 


Harold A. Schaff, from Endicott 
sales division of Endicott Johnson 
Corporation, Endicott, N. Y., where 
he was credit manager. He was 
with the corporation 48 years. 

H. E. (Steve) Wilson, from The 
William Brooks Shoe Company, Nel- 
sonville, O., where he was treasurer 
and a director. He continues in an 


WILLIAM J. GREEN 
Sales Trainee 


T. W. NERDAHL 
Also a Trainee 
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WILLIAM EMERSON 
Named Director 


PAUL N. VONCKX 
Elected VP 


advisory capacity. 

Joe Gold, from Trimfit Hosiery, 
New York, where he was general of- 
fice manager. He was with Trimfit 
36 years. 


Elected... 


Harry S. Robinson, as vice-presi- 
dent of United States Shoe Corpora- 
tion, Cincinnati, O. He is advertis- 
ing director of the company. 

Paul N. Vonckx, as vice-president 
and a director of Dunn and Mc- 
Carthy, Inc., Auburn, N. Y., in ad- 
dition to his post as sales director. 

E. Paul Flynn, as secretary of 
Dunn and McCarthy, Inc., in addi- 
tion to his position as in-stock and 
customer service manager. 

William V. Emerson and Francis 
A. Timian, as directors of Dunn and 
McCarthy, Inc. Mr. Emerson is in 
charge of styling and Mr. Timian 
is general superintendent. 


Appointed... 


Charles Schwartzman and Irwin 
Cheim, as regional sales directors 
for the Red Cross Shoe division of 
United States Shoe Corporation, 
Cincinnati, O., with offices in New 
York and San Francisco respec- 


JOHN L. WINSTON 
Sells for Mears 


IRVING T. SIEGEL 
Additional Post 


ROBERT OWEN 


FRANCIS A. TIMIAN 
Joins JEM 


Also a Director 


tively. Both have been sales repre- 
sentatives. 

Harry H. Sturzenegger, as credit 
manager of Endicott division of 
Endicott Johnson Corporation, En- 
dicott, N. Y. He is responsible for 
accounts receivable for stores from 
Vermont to Florida, east of Chi- 
cago. 

Melville F. Abrams, as credit 
manager of Dr. Posner Shoe Com- 
pany, New York, succeeding James 
H. Dodson. 

Matthew Gronfein, as assistant 
to Sam L. Perling, chairman of the 
board and sales director, in servic- 
ing volume accounts of Georgia 
Shoe Manufacturing Company, 
Flowery Branch, Ga. 

Bill Guderman, as sales repre- 
sentative for Lassie Slippers, Inc., 
New York importing firm, travel- 
ing Western Ohio, Indiana, Illinois, 
Michigan and Eastern Wisconsin. 
He lives in Chicago. 

Robert Owen and Chester Nich- 
ols, as sales representatives for 
Johnston & Murphy Shoe Company, 
a division of Genesco, Inc., Nash- 
ville, Tenn. Mr. Owen will cover 
Texas and Louisiana. Mr. Nichols 
will cover Arkansas, Missouri, 
Kansas, Oklahoma, Colorado and 


SUMNER KEITH 


TIMOTHY A. DEVLIN 
Joins Box Firm 


Represents Tanner 


Boot and Shoe Recorder 
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MATTHEW GRONFEIN 
Named by Georgia 


ROGER MALLETTE 
Joins Mannequin 


Memphis, Tenn. The territories 
have been divided from that trav- 
eled by William J. Wilson, who is 
retiring for health reasons. 

B. R. Davis, as sales representa- 
tive for Peters division of Inter- 
national Shoe Company, St. Louis, 
covering the Chicago area. He suc- 
ceeds Ernie Levin, who resigned. 

Roger A. Mallette, as Canadian 
representative for Mannequin 
Shoes, New York. He lives in Mon- 
treal. 

William J. Green and T. Walter 
Nerdahl, as sales trainees with 
Leverenz Shoe Company, Sheboy- 
gan, Wis. Both will work out of 
the Sheboygan offices. 

Leroy O. Fryer, as chairman of 
the board of the Western Shoe 
Company, Toledo, O., wholesalers. 
Lewis R. Galliers, as president. 

Irving T. Siegel, as general mer- 
chandise manager for National 
Shoes, Inc., New York-based chain, 
in addition to his duties as vice- 
president and a director. Charles 
Sachs, as divisional merchandise 
manager for women’s shoes, ho- 
siery and handbags. David Sag, as 
divisional merchandise manager 
for men’s and children’s shoes; 
rubber footwear, and slippers. 


JESS ASKEW oO. 
Transferred 


G. TALLMAN 
Moved by RJER 
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Daniel Green Co. Lists 


New Sales Assignments 


DOLGEVILLE, N. Y.—The Dan- 
iel Green Company, a maker of lei- | 
sure footwear, has reassigned sev- | 
eral sales territories in the South 
and Southwest to provide “more ade- 
quate coverage.” The changes are 
already in effect. 

Harlen Stringer will cover Texas 
and New Mexico. George B. (Jerry) 
Owen will represent the company in 
Louisiana and Mississippi, in addi- 
tion to his previous territory of 
Arkansas and Oklahoma. 

Joseph B. Rutland will add Ala- | 
bama to his Florida-Georgia-South 
Carolina territory. Leonard Dacey, 
newly promoted to salesman, will 
cover Kentucky, North Carolina and 
Tennessee. 








John L. Winston, as Northern 


New England salesman for Fred 
Law- 


W. Mears Heel 
rence, Mass. 

Timothy A. Devlin, as New En- 
gland sales representative for 
Beggs & Cobb, Inc., Boston tan- | 
ners, succeeding the late Harry 
Keller. 

Clay R. Caroland, as Tennessee | 
sales representative for the Irving 
Tanning Company, Boston, and its 
subsidiary, Hunt-Rankin Leather 
Company. 

Sumner Keith, as national sales 
representative for M. B. Claff & | 
Sons, Inc., Brockton, Mass., shoe 
box makers. The position is newly 
created. 


Company, 


Transferred... 


Jack Muren, from the Northeast 
Arkansas-Southern Missouri terri- 
tory to the Southern Arkansas area 
as sales representative for Roberts, 
Johnson & Rand division of Inter- 
national Shoe Company, St. Louis. | 
His office will be in Little Rock. 

Jess Askew, to the Northeast Ar- 
kansas-Southern Missouri sales ter- 


division. He has been assigned to 
several field sales territories since 
joining the firm in 1958. 

O. G. Tallman, from sales man- 
ager for women’s and juvenile lines 
for Roberts, Johnson & Rand divi- 
sion, to sales manager for men’s 
lines for the same division. He re- 


| Style No. 


| Style No. 


: | 8773 black-white 
ritory for Roberts, Johnson & Rand | 





places the late Percy B. Wendt. 


Suggested Retail 
9999 $ 4.95 
8888 5.95 
Special 7777 (federan) $ 3.95 


GOTHAM QUALITY BASEBALL 


Suggested Retail 
$ 4.95 
5.50 
6.50 


7500 
6705 
6700 
6607 6.95 
6612 7.95 


GOTHAM GOODYEAR WELT GOLF SHOE 
& 


FOR MEN sizes 6 fo 12 
Style No. 
8700 brown moc 


Suggested Retail 
$ 9.95 
11.95 


8774 brown moc 11.95 


FOR LADIES sizes 4 to 9 
9669 brown-white 
9779 brown-white 


> 


GOTHAM SHOE MFG. CO., Inc Binghamton, NY. 
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$ 9.95 
11.95 


ATHLETIC 
FOOTWEAR 


YOU CAN 
DEPEND ON 





© Obituaries 
(CONTINUED FROM PAGE 85) 


Ludvik Gerbec, Southeast 
Representative for Bata 


ATLANTA—Ludvik Gerbec, 46, 
Southeast district sales representa- 
tive for the Bata Shoe Company, 
Inc., died here recently after under- 
going a serious operation. He had 
been associated with the company for 
about 28 years. 

Mr. Gerbec learned the business 
under the direct guidance of the 
company’s founder, Thomas Bata, 
Sr. In 1939 he became the first gen- 
eral manager of the Belcamp, Md., 
factory. 

Two years later he went to the 
Philippines to open a Bata factory 
in Manila. After the Japanese in- 
vaded the islands, he supported the 
Philippine guerilla movement and 
the plant remained in operation. In 
1944 the Japanese arrested Mr. 
Gerbec and imprisoned him until 
the war’s end. In 1955, he returned 
to the U. S. and joined the Bata 
sales departments. 

He is survived by his’ widow, 
Jenny, and two children, Joan and 
Mike. 


MARTIN L. KING, 75, owner of 
King’s Shoe Store, Grove City, Pa., 
died recently in Tucson, Ariz. He 
was a veteran of 32 years in busi- 
ness. His son, Don, who had been 
active in the store, is continuing the 
business. 


Classified and Want Ads 








SALESMEN WANTED 


SALESMEN WANTED 








MEN'S SHOES 


Due to realignment several Centrai 
and Midwestern territories open 
for young (30-45) aggressive sales- 
men to sell a complete in-stock 
line of Men’s Shoes. Medium to 
Better Grades, with feature con- 
struction. Liberal commission with 
drawing account. Please give com- 
plete history of past experience. 
All replies strictly confidential. 


Reply to Box 689, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











EDWARD L. LANOUE, 73, man- 
ager of Lanoue Brothers Shoe 
Store, Brockton, Mass., died of a 
heart ailment February 10. He was 
a life-long resident of Brockton and 
prominent in civic affairs. His en- 
tire business career was devoted to 
the shoe business. 


FRANCIS JOHN MONCEY, 60, 
owner of Moncey’s Shoe Store in St. 
Petersburg Beach, Fla., died Febru- 
ary 4. He was a World War I vet- 
eran. 


EDWARD C. PAARFUS, SR., 70, 
owner and operator of a Yonkers, 
N. Y., shoe store for 52 years, died 
February 9 in Stuart, Va. He had 
been ill several months. Mr. Paar- 
fus retired about three years ago. 





‘Life-Lift’ Remedial Shoe Ready for Volume Production 


COLUMBUS, O. — A split-level 
shoe with floating arch, designed by 
an Ohioan to correct flat feet, fallen 
arches and similar discomforts, is 
ready for volume production. 

Forty-five-year-old Carroll M. El- 
Marion, O., conceived the 
idea of a remedial shoe while in 
the army orthopedics service. He 
studied possible methods of obtain- 
ing the “barefoot” feel in a comfort 
shoe that would help develop foot 
muscles while the wearer followed 
his normal pursuits. 

The result was an invention pat- 
ented in 1956, and experimental 
production — first at Harrisburg, 
Pa., then in Nashville, Tenn. Mr. 
Elsey then arranged for volume 


sey of 


Split sole at the shank is a feature of 
"“Life-Lift" shoe with floating arch. 
distribution through the Marion- 
headquartered Life-Lift Corpora- 
tion, of which he is president, and 
franchised the Hagerstown Shoe 
Company of Hagerstown, Md., to 

produce the “Life-Lift.” 
Men’s and women’s shoes (retail 
price, $12.95) are in production. 


Complete Lines of Women's Flats, Cas- 
uals, Sports — also Boys’ and Men's 
Dress Oxfords, Casuals and Work Shoes 
— carried in stock. Territories open: 
Virginias, Carolinas, Georgia, Ohio, 
Kentucky, Indiana, Illinois. Draw against 
commissions. All replies confidential. 
Give full details and references. 


A. MELTZER 


28 N. 4th St., Phila., Pa. 














MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name... 
Company. 
-,. eee 











VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 


Children’s shoes ($5.95 to $7.95) 
are to reach the marketplace this 
spring. 

All utilize the principle of the 
split sole (at the shank) and a 
flexible arch structure that helps 
exercise foot muscles. 

Columbus will be the principal 
test market for the Hagerstown- 
produced shoe. F. & R. Lazarus & 
Company is the exclusive outlet. 
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Wanted to Purchase 











TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 











WMA BAR\S BUYS for CASH 
BARI 


THE NATION'S FINEST 
GANCELLATION SHOES 


surplus men's, women's and children's 
Also complete stores considered 
Jobs ia Fine Shoes From Fine Sources Siace 1931 


| ak ° De 15. ° Sea 


pth shoes, complete 
surpluses or closeouts 
from manufacturer 
or retailer. 
Quality shoes since 1932 


M. K. WEIL 


Shoe Company 


1215 Washington Ave., St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 





Quick decision on your offers of duentinned a dak : 
‘ N 








WE PAY MORE focause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 














CASH 


TOP_ PRICES 


oe SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women's and children’s shoes. 


hi? br Sor ene FOR OVER 45 YEARS 


MOSINGER - COHN 


35 Washi ngtc Y gt 
MA 1-3663 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS 

LEASES ASSUMED S 

YOUR NAME PROTECTED 


B. &R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlaut 65-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 


Chicago, Illinois 
Phone or Wire Collect 


Wabash 2-3797 
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Classified and Want Ads 











WANTED TO PURCHASE WANTED TO PURCHASE | SIDELINE SALESMEN WTD. 








FIRST CALL.... ER DY SIDELINE SALESMEN 


We're always ready fo BUY your Old Established Manufacturer of Chil- 


dren's, Boys' and Men's 


© COMPLETE STOCKS °* CLOSE-OUTS SLIPPERS 
e CANCELLATIONS Retailing from .98 to 2.98 


GET TOP DOLLAR © SPOT CASH co . 


Phone or Write EDDY SHOE CO. 132 N. 4th St. Florida — Georgia — Alabama — Mis- 


WA 5-9533 or WA 5-3927 Always Reliable Phila. 6. Pa. sissippi—Mountain States—California— 
Oregon — Washington — Texas — 

Oklahoma—New Mexico—Long Island 

(Nassau-Suffolk) —6% Commission. 


M. STOFF and co. FOR SALE Reply to Box 682, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 
CASH FOR SHOES oP rages RM 
FOR SALE: FAMILY SHOE STORE, | 
Closeouts—Complete Stores Well established in County Seat City, Southern SIDELINE SALESMEN WANTED for 


Ohio. $65,000 volume; clean stock; National Billfold_ and Men’s Belt Line. 10% Commis- 
Phone or Wire Collect | Brands. Owner has more pressing ——. | oe. ety _peaeinet- SILON PROD.- 
Reply to Box 688, Boot anp SHoe Recorper, | UCTS COMPANY, INC., 406 Elm Street, 
137 West B'dway New York City Chestnut & 56th Streets, Philadelphia 39, Penna. | Cincinnati 2, Ohio. 
Tel. Beekman 3-0141-2 — —- 
ESTABLISHED 80 YEAR OLD FAMILY | TERRITORIES AVAILABLE FOR SIDE- 
SHOE STORE. Everything old but merchan- | LINE SALESMEN to handle Complete Line of 
dise. Leading Brands; one and half man opera- | Domestic and Imported Sneex, on Commission 
tion; real opportunity for right man. You'll basis. Give full particulars. Reply to Box 675, 
never have a chance to buy established business Boor aNp Snore Recorper, Chestnut & 56th 
SALESMEN WANTED for less. Sacrifice $14,500. MUlberry 5-0130, Streets, Philadelphia 39, Pa. 
Chicago. Reply to Box 684, Boot anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- | QUALITY LINE OF IN-STOCK CHIL- 
phia 39, Penna. | DREN’S SHOES sizes 8% to 3, wants ex- 
SALESMEN WANTED: 7 EXPAN- | eet salesmen. Mais commission none. 
SION REQUIRES MORE MEN to carry our Nhen writing for information, furnish quali- 
very competitive and strong Line of Men’s and LINE WANTED | fications. Reply to Box 681, Boor anp Suor 
Children’s In-Stock Shoes. Wonderful oppor- | Recorpver, Chestnut & 56th Streets, Philadel- 
tunity for experienced men. 3 — in | phia 39, Penna. 
confidence. Available territories: Pennsylvania, WANTED: LINE LADIES’. CHIL. | 
West Virginia, Ohio, Indiana, Illinois, Iowa, DREN’S OR MEN’S SHOES for Florida and 


Colorado, Rocky Mountain States. Reply to : ; : . 
< “ ee es . - ed Georgia. Can do large volume business. Good FE t 
8 S : 

Box 685, Boor anp Snore Recorper, Chestnut personality. Reply to Box 686, Boot aNnp | OR REN 


, &6 Streets Philadelnhia 2 > P " 680, T 
& 56th Streets, Philadelphia 39, Penna. SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 
























































STORE AND wg ote a eee 
IN New York City Wholesale oe District. 
P Steam, and fully equipped. Approximately 25 
TOP GRADE MEN'S SHOES ws ellen sserasntoned ee eee 
. . . er, Chestnut & 56th Streets. iladelphia 
Manufacturer of High Grade Men's Shoes a — = . ry poe pe . 
ret ovngvepramneg to tegen | ASSISTANT UpPR Tries uven | 3 Pein 
Must Gee te torvery and Enew et Surri- man with technical training and some practical AVAILABLE MAY 1. WOMEN’S MOD- 
— ne give complete resume and en- experience in handling side leather and splits. ERN, AIR-CONDITIONED SHOE STORE, 
close photograph with first letter. State complete details and desired salary in first complete with fixtures and modern front. 2,000 
Reply to Box 687, BOOT & SHOE RECORDER letter. Reply to Box 667, Boot anp SuHoe Re- square feet. Adjacent to large parking lot. 
Chestnut & 56th Streets, Philadelphia 39, Pa. corpeR, Chestnut & 56th Streets, Philadelphia Write: JUNIOR BOOTERY, 173 Jay Street, 
39, Pa. Schenectady 5, New York. 














CLASSIFIED 


ADVERTISING RATES ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 


20¢ a word 
Chestnut & Séth Sts. 
Minimum (18 words) . .$3.60 Philadelphia 39, Pa. 


Box number, extra... .$2.40 
Your name and address int _ 
charged at word rate. a ee 
Street number one word 


DISPLAYED 

$16 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: : 
Classified Advertising Enclosed is Check 0 
is payable in advance Please check if box No. is Wanted [] Money Order 0 



































Boot and Shoe Recorder 
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March I, 1960 


in NEW YORK CITY 


BEST 
BUY 

IN THE 
MARKET! | 


The completely re-decorated 
Sheraton-Atlantic Hotel has the 
perfect location plus special 
conveniences just for you! 


Now that the Sheraton-Atlantic has 
completed a vast re-decorating pro- 
gram, it’s more of a “buy” than ever! 
The location is perfect for you—in the 
heart of the market, close to Penn 
Station, with all subways and buses 
at the door. 1400 rooms (1,000 of 
them air-conditioned), all with bath, 
radio, TV. All this plus these special 
services: all sample rooms completely 
re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards. 
It’s your hotel! Write for buyers’ rates. 
MEMBER OF DINERS’ CLUB 


@) HERATON: 


AXTLANTIC 
Hore. 


Broadway at 34th St., New York City 
Across the street from the Marbridge Building 





Large PLIRIB installation for all Goodyear Welt Stride Rite® 
shoes is shown at Green Shoe Company. The Stride Rite 
management developed special racks and overhead 
blowers to team with United equipment for maximum pro- 
duction efficiency. 


PLIRIB insole system by United means better shoe- 
making with bigger savings . . . an engineered system 
that’s carefully designed for maximum cost-saving effi- 
ciency . . . a system that’s “tailor-made” to your factory 
needs with a proven record of building bigger profits on 
Goodyear Welt shoes. 

Here’s how: 

With the United Plirib insole rib material you get 
a big increase in quality and uniformity. Plirib gives 
you a solid sturdy rib on your insole blanks . . . a rib 
that eliminates the need for all-over reinforcing and pro- 
vides better lasting conditions — lets you get ‘‘in close’”’ 
for better inseaming and tighter edges. 

The WAG Sole Cement Applying Machine — Model B 
with “‘permanent-bond” type cement gives you a uni- 
form cement film and bond strength. The GOODYEAR 


UNITED SHOE MACHINERY CORPORATION 


BOs ton, 


. 

\} 
| 

i 

















Insole Rib Attaching Machine — Model B speeds up 
production and eliminates unnecessary handling. The 
rib attaching machine gives ‘you complete margin control 
... ensures accurate rib location. 


Add them all together — means “‘better shoes with 
bigger profits” through the Plirib engineered insole 
system ... a United system that combines the latest in 
machinery with the best in insole rib materials and ad- 
hesives to help you cut costs and improve shoemaking 
quality. Call your United representative now and ar- 
range for a Plirib demonstration on your insole 
blanks. Plirib is a product of B. B. Chemical Co., and 
is distributed by United Shoe Machinery Corporation. 


Wnited. 


MASSACHUSETTS 





= ns 








PLIRIB builds better shoes... with bigger savings 


PATENT 
Featuring Colonial 612 ; L EAT Hi E R 
Bolero Red patent leather 
IN COLORS 


Select beautiful COLORED PATENT LEATHERS by Colonial to build 
additional volume . . . to support your black patent pairage . . . 
and to round out a successful line. 





producer of 


COLONIAL TANNING COMPANY, INC. 
BOSTON 11, MASSACHUSETTS 


patent leather 


J World's largest 
| 


Write for sample color swatches. 








GERBERICHS are “America’s Most 
Popular Boys’ Shoes” because they’re 
styled right by age groups: Youths 


814-12-3, Boys 1-6, Big Boys 614-11. 


Each size run, in this fastest grow- 

Oc J Shite. ; ing part of the shoe business, has its 

YG. C ] own comprehensive program of spe- 
uiiiil cialized styles. 


GERBERICH-PAYNE SHOE COMPANY e mount Joy, PENNSYLVANIA 

















